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Can We Compare the States in the
U.S. With Sovereign Nations?
Are you watching the sov-
ereign crisis in Europe and
wondering when the financial
contagion will hit cash-
strapped U.S. states? Is there a
“Greece-like” crisis brewing
on American shores?
Bloomberg news headlines
like “46 Governments in U.S.
Face Greek-Style Deficit”
have hammered on the topic
and raised concerns among
municipal bond investors. 
Certain segments of the
market are anticipating prob-
lems too. One gauge of credit risk (much touted by the media) is
municipal credit default swaps (MCDS). Credit default swaps allow
investors to “buy protection” against default, similar to an insurance
policy. Usually measured in basis points spread terms, CDS have
been on the rise. MCDX (which is an index of 50 single name credit
default swaps, including the State of California and the City of New
York) spreads are more than 100 basis points wider since June 1.
Illinois has surpassed California as the “riskiest” municipal credit.
Current index levels already imply that 47% of constituents will
default over five years and 73% over 10 years, according to Goldman
Sachs. However, the MCDS market is very thinly traded. According
to JPMorgan, net notional exposure across MCDX series totals $3.5
billion, compared to $328.1 billion in CDS for the U.S. investment
grade market (US CDX.IG). Thus, MCDX pricing may not be an
accurate reflection of the market’s continued on page 2
THE NEW
SENATE
ENERGY BILL
By Brian Sussman
The latest Senate energy
bill, quietly unveiled last month,
looks like sweet compromise on
radical measures like cap and
trade, but buried within is a bit-
ter poison pill that will could be
swallowed in a vote that may
come this week.
Unlike the 1,200-page
House of Representatives ener-
gy bill, which passed last year,
this scaled-down proposal does
not call for an 83-percent reduc-
tion in greenhouse gases (or any
reduction in greenhouse gases)
and contains no mention of a
cap-and-trade scheme. Also
contrary to the House bill, this
one does not provide a family of
four earning up to $55,000 with
a monthly stipend—deposited
directly into their bank
accounts—to offset higher ener-
gy costs. It also does not supply
continued on page 21
Many Hotels Are Financially Ill—
Some Are Getting Well and the Projections for
2011 Are Good
Aspen Logistics, Inc.’s
newest facility in Redlands
received its first shipments this
month.  Aspen, a leader in pro-
viding logistics solutions to the
retail supply chain, will manage
this operation for one of its
major customers in the Inland
Empire.  An extensive analysis
on the location was conducted
by Aspen and their partners.  It
was concluded that an operation
outside of Los Angeles and
Orange Counties would be more
cost effective.  The new location
is a sustainable expansion of
their California operation’s
value.  The new building will
allow a large pool of customers,
who currently operate distribu-
tion centers in the area, the addi-
tional access to Aspen’s servic-
es.  The warehouse will service
a dedicated contract customer
and support Aspen’s three other
California locations.
The move to expand
Aspen’s footprint in the Inland
Empire was finalized after some
Aspen Logistics
Opens a New
Facility in Redlands
continued on page 25
Innkeepers U.S.A. Trust, owner of 72 hotels in 19 states (includ-
ing the Hilton Ontario Airport), with more than $1 billion in assets
and liabilities, filed for Chapter 11 bankruptcy in mid July.  Under a
proposed reorganization plan, $238 million senior loans held by
Lehman Ali Inc., a unit of Lehman Brothers Holdings Inc., would be
converted to equity.  It should be continued on page 25
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estimate of default risk. This is
because the price action in CDS-
land is in sharp contrast to the
tax-exempt cash market. 
So far, tax-exempt munici-
pal bonds have done well in the
wake of the euro area crisis,
generally following the path of
U.S. Treasuries to lower yields.
Tax-exempt credit spreads—the
yield premium of a higher-rated
credit over a lower rated cred-
it—are only a handful of basis
points wider since the onset of
the euro turbulence. This may be
in part because historically,
municipal defaults are extraor-
dinarily rare and recovery rates
are at or near par. 
So which market is right?
While some market participants
seem intent on seeking out the
next victim of the financial cri-
sis, there are important differ-
ences between U.S. states and
European sovereigns that sug-
gest a Greek-like crisis is less
likely in the United States. 
The Devil is in the Details:
Size, Structure and Use of
Debt
The first difference between
the peripheral European coun-
tries and some of the U.S. states
that have struggled with their
finances is the scale of their
economies. Using a measure
called Gross State Product
(which is similar to US GDP,
but for each state) we see that
major U.S. states are actually
much larger and more economi-
cally viable than some of the
European sovereigns. The prime
example is California, a $1.8
trillion economy, the eighth
largest in the world. Meanwhile
Greece is the size of
Massachusetts at around $330
billion. Texas (the second
largest U.S. state) would rank as
the 13th largest economy in the
world—just ahead of Spain.
New York is 14th, just ahead of
India, and Missouri ranks at
57th, just ahead of Portugal.
Size matters because a larger
and more diverse economy has
more sources of revenue with
which to restore fiscal balance. 
When considering public
debt, it is useful to measure it in
relation to the overall economy.
Unlike peripheral Europe, the
debt of U.S. states is small rela-
tive to their economies.
According to Standard &
Poor’s, aggregate tax-supported
debt for U.S. states is $396 bil-
lion. Compare this figure with
Spain, which has a GDP smaller
than California, but debt out-
standing of approximately $1.5
trillion. For the nation as a
whole, average debt/GSP is
2.4%, and the median is 1.8%.
California’s debt/GSP of 5% is
high, but not Greek-like. 
The structure and purpose of
state debt is different from sov-
ereign debt as well. Most state
debt is issued for specific, voter-
authorized purposes. States do
not typically borrow annually to
finance ongoing operations. If
they did, as California and
Illinois have discovered, they
would be at risk of downgrades
from the credit ratings agencies.
Generally, states and municipal-
ities issue debt in serial struc-
tures, meaning they pay princi-
pal and interest annually, with
predictable and budgeted inter-
Can We...
continued from pg. 1
continued on page 7
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Dr. Bob Payne is a computer master who has served the Inland
Empire for longer than I have.  He is NOT a geek living over his
dad’s garage. As I sat here staring at my wireless keyboard, his
newsletter came over the e-mail. Immediately I recognized that his
message was probably more significant for you and your computer
than what I had in mind. He has graciously allowed me to reprint his
letter here for your edification:
July has turned out to be a roller coaster for weather, incredible
heat, then rain and cold, and then more heat.  I can’t help you keep
cool.  However, I do have some hot-weather, energy-saving tips con-
cerning your computer.
• First, make sure your computer doesn’t fry inside a closed
cabinet.  If you place it on the floor, keep if off the carpet.  The com-
puter needs air flow across the top, bottom and both sides to dissipate
heat so put it on a small shelf and leave the doors of the cabinet open.
A typical older computer (four years or older) uses as much electric-
ity as a 300 watt light bulb with the monitor drawing another 150
watts.  That is a lot of heat to remove. 
• I don’t recommend that you put older computers on “stand-
by” to cool them off because many older programs can’t tell when
“standby” is used and sometimes data is corrupted.  The best solution
is to turn off the computer whenever you walk away from it for more
than an hour.  Remember “Keep it cool, baby.”
• Buying a new, energy-efficient computer and monitor will cut
the heat loss in half (less than 150 watts and 75 watts respectively).
Further, “standby” works correctly and it will cut power drain by a
factor of 10.  Be careful, however, on a business network. The net-
work can’t tell when one of the local workstations has gone to
“sleep,” so going to “standby” may damage network-based programs.
Again, cool means “off” whenever possible.  If you have questions or
want to invest in new commercial computers, call Dr. Bob at (909)
391-3524 or e-mail him at drbob@paynecns.com. (Dr. Bob’s gratu-
itous commercial insert.)
• Second, prepare for the inevitable summer blackouts when
the power goes completely off.  If you are using an uninterruptible
power supply (UPS) to protect yourself from blackouts, remember to
immediately turn off your computer when a blackout occurs. Make
sure the battery is less than two years old, but even a new battery-
operated backup will not run for more than a few minutes.  You can
replace the old battery but replacing the UPS may be cheaper. 
• Finally, when it gets too hot, the power companies have trou-
ble supplying enough electricity, and there are sudden drops in power
(brownouts).  Further, in the afternoon there are thunderstorms that
strike the power lines causing power surges.  All of your computers
and network equipment, printers, switches, etc., need a surge sup-
pressor (the box with several electrical outlets) to protect you against
brownouts and power surges.  If there is no rating on the box, it is a
power strip and you have no protection at all from brownouts and
surges.  A surge suppressor has a rating in joules (a measure of elec-
trical energy). To be safe, the rating should be more than 1,000 joules. 
With more hot and unpredictable weather ahead of us, Dr. Bob
wants to help protect your computers and the data they store.
Commercial computers, surge suppressors, and UPS appropriate for
business use, are available by con-
COMPUTER
Stay Calm, Cool, and Connected
By Dr. Bob Payne (with J. Allen Leinberger)
continued on page 39
City of San Bernardino Announces
Reduction in Development Fees
The Mayor and Common Council voted recently to roll back
certain Development Impact Fees for new construction projects
due to current economic conditions nationwide. 
At the July 19 Mayor and Common Council meeting, resolu-
tions were adopted for the reduction of certain Development
Impact Fees (DIF) by 50 percent for two years for single family
subdivisions of five or more lots, commercial projects of 40,000
square feet or more, and office projects of 50,000 square feet or
more. 
Expansion of the Development Impact Fee Deferral program to
include deferral of DIFs for non-residential projects, and a reduc-
tion of certain City processing fees by 50 percent for two years on
single family subdivisions of five or more lots was also adopted. 
Consideration of the expansion of the DIF and City fee reduc-
tion programs to include condominiums and townhome and
removal of the minimum square footage for commercial and office
projects was referred back to the July 21 Ways and Means
Committee for discussion. At this meeting, Councilmembers
Shorett, Kelley and Van Johnson recommended the City expand
the reduction of certain DIFs to include condominiums and town-
homes of five or more units and commercial and office projects
with no minimum square footage, Expand the DIF deferral pro-
gram to include condominiums and townhomes of five or more
units, and to expand the reduction of certain City processing fees
to include condominiums and townhomes of five or more units and
commercial and office projects with no minimum square footage. 
“With the economy in its current state, lowering development
fees is simply the right thing to do,” said Councilmember and
Ways and Means Committee Chairperson Fred Shorett. “The City
needs to do everything it can to help spur development and stimu-
late the economy.” 
Members of the development community, like Dave Mlynarski
of Transtech, have responded to the City’s decision with over-
whelming support. 
“As a local business owner, developer, and municipal consult-
ant I am confident that the City of San Bernardino is taking a nec-
essary and timely step towards ensuring their rightful place in the
Inland Empire as a city that desires smart growth and develop-
ment,” said Mlynarski. “Without programs such as the newly
adopted development impact fee and deferral program the long
road towards economic recovery becomes even more elusive for a
community that is challenged by continued on page 16
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Quotes on Leadership
When a fellow thinks he is putting it over on the boss, the
boss is not thinking of putting him over to boss.
C. K. Anderson
A man who wants to lead the orchestra must turn his back
on the crowd.
James Crook
Safety first has been the motto of the human race for half a
million years; but it has never been the motto of leaders.  A
leader must face danger.  He must take the risk and the blame,
and the brunt of the storm.
Herbert N. Casson
Elected leaders who forget how they got there won’t the
next time.
Malcolm Forbes
No one’s a leader if there are no followers.
Malcolm Forbes
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OPINION
Canadian Physician Warns,
“Obamacare Rationing Inevitable”
By Lee Kurisko, MD
Under Obamacare, the federal government will inevitably
decide what kinds of care will get funding and who will get it.
Comparative clinical effectiveness research is now a reality as a
part of the U.S. government reform of the health care system.  As
a Canadian physician, I know this research leads to only one
thing—rationing. 
Imagine the nightmare I experienced as a radiologist in
Canada arbitrating who would be scanned and who would be sent
to the end of the line.  Sometimes I would read a scan and discov-
er the patient had a huge tumor or rampant infection and I had
personally sent them to the end of the waiting list when waiting
times were as long as 13 months.
Harsh reality caused a complete turn-around in my views,
which led me to move with my family from Canada to the U.S. in
2001.  I now believe that government has no justifiable role in the
delivering of health care.  Hippocrates was correct.  Health care
is a matter entirely between the patient and his doctor.  Those in
need should be treated with compassion, as they were prior to the
government getting involved during World War 2. 
It used to be a matter of medical ethics to care for the poor.
Government horning its way into such benevolent transactions
does not improve them.  The involvement of government and
other third parties has driven costs sky high and then doctors and
hospitals are compelled to accept fees that cannot cover those
costs.  In the United States, “benevolent” government makes it
illegal to perform charity scans in our imaging centers.
I have actually had opponents tell me that an American sys-
tem of government medicine would not entail rationing.  This is
pure fantasy.  As Thomas Sowell succinctly states, “The key task
of any economy is the rational allocation of scarce resources.”
We all hold a piece of responsibility for this each time we spend
money.   We assess price and value to allocate resources efficient-
ly.  
In health care systems, when someone else is paying, we do
not make rational choices and over-consume medical goods and
services.   As a diagnostic radiologist reading over 100 imaging
cases daily, every hour of every day that I work, I read cases that
are discretionary expenses that the patient and physician likely
would not have pursued if the patient had to pay themselves.
Furthermore, the patient would not have suffered any negative
consequence with a “wait and see” approach
In health care, wishing that the laws of supply and demand do
not exist does not make them go away.  Since we do not restrain
our own health care purchases, and since resources are “scarce,”
to use Sowell’s terminology, we must be restrained by someone
else. Therefore third-party payers limit coverage and deny
claims. Restated, they ration.
Rather than sending our money to third parties (government
and insurance companies) and then letting them decide how our
money is spent, we should hold onto that money and decide for
ourselves.  Furthermore, this would save the monetary inefficien-
cies of third-party payment.  It does not eliminate the role of
insurance.  Most types of insurance exist to replace large finan-
cial losses for unexpected events.  I have used my auto insurance
once in 30 years.  Auto insurance continued on page 43
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BUSINESS GROWTH
The Four Gs of Smartly Growing Your Business in Good Times and Bad
The slow economy doesn’t
have to mean the end of growth
for your business. Professor Ed
Hess provides his research-
backed advice on how you can
grow your business the smart
way despite the slow economy.
Tune in to the latest finan-
cial and business news and you
are likely to get a mixed-bag
view of what is going on in
today’s economy. One pundit
might be lauding the fact that
thousands of new jobs have
been created. While another
might be telling the story of yet
another business that is shutting
its doors after succumbing to the
pressures of the down economy.
Try to get any to-the-point infor-
mation from those in charge of
stabilizing the economy—politi-
cians, government economic
experts, and Wall Street big
shots—and the response you’ll
get is often reminiscent of the
replies from the “Magic 8-Ball”
toy: “Cannot predict now.” Or,
even more likely, “Reply hazy,
ask again later.”
In the midst of this uncer-
tainty, there are a few things we
can know—at least about the
likely generators of a period of
sustained economic recovery.
One is that job creation depends
on true economic growth. A sec-
ond is that smaller, private busi-
nesses are the most likely
engines of that job creation.
“Growth is the goal of most
businesses for many different
reasons: to increase profits; to
increase stability; to increase
defensibility; to reduce cus-
tomer concentration; to build
cash reserves; to fund improve-
ments and expansions; and to
outcompete other companies in
the marketplace,” says Hess.
“But how can companies pursue
those goals, especially in a time
of economic duress, in a way
that truly strengthens their busi-
ness instead of putting them-
selves more at risk?
“The nation’s small busi-
nesses have been hit hard by the
down economy. Many have had
to close their doors. And for the
owners who have managed to
keep things going, growing their
business to create jobs is proba-
bly the furthest thing from their
minds. But a slow economy
doesn’t have to mean the death
of growth for your business. By
following a methodology I call
Smart Growth, you can grow
through the authentic expansion
of your company’s value to its
customers.”
Smart Growth features the
findings of much of Hess’s
research on sustainable growth,
including the Darden Private
Growth Company Research
Project, which was funded by
the Batten Institute at the
Darden Graduate School of
Business and the Darden School
Foundation. The book intro-
duces a research-based growth
model called Smart Growth. In
it, Hess counsels corporate
executives and small business
owners to pursue growth strate-
gies based on what he calls the
“4Gs”:
1. Growth through
improvements.
2. Growth through scaling.
3. Growth through innova-
tion.
4. Growth through strate-
gic acquisitions. 
The 4Gs—which are based
on Hess’s extensive research
into how both public and private
companies grow successfully—
take companies a step beyond
the basic strategic options that
have been in force at least since
Harvard’s Michael Porter
explored them a couple decades
ago (e.g., low-cost strategies, a
focus on a niche market to add
value, or the pursuit of particu-
lar customer segments).
Those strategies are certain-
ly a necessary part of the deci-
sion making about a company’s
core value proposition.
However, in addition to that,
companies must figure out how,
if at all, they intend to grow their
business. Hess’s research has
found that growth turns out to
have similar characteristics,
regardless of the particular strat-
egy or core value proposition
chosen.
“The 4Gs help companies
understand that if you want to
achieve authentic growth from
your chosen strategy, the point
isn’t simply posting better num-
bers,” says Hess. “There is no
scientific basis whatever for
believing that growth has to be
continuous and linear. Real
growth instead is based on one
or a combination of several
things: being better at what
you’re doing; doing more of it
on a broader scale; doing some-
thing new; or by buying growth
through savvy acquisitions.”
Read on for a more in-depth
look at Hess’s 4Gs and how you
can apply them to boost your
business:
G1: Improvements—
Becoming better at what you do.
Becoming better at executing
your core value proposition is
the bread and butter of authentic
growth. “The DNA of great
growth companies is constant
improvement—making prod-
ucts and services better, but also
something more: improving the
customer value proposition, and
improving everyday business
processes,” says Hess. “Being
better, faster, and cheaper results
from pushing responsibility out
to the entire organization. By
enlisting everyone—from the
highest-paid executive to the
newest employee just joining
the company—in searching for
better ways to do things, compa-
nies can dramatically increase
the pace and impact of process
improvements.”  
G2: Scaling up—Doing
more of what made you great.
One way to grow quickly is by
scaling. Once a company gets
into a groove with its customer
value proposition, and once it
reaches a point where its busi-
ness processes are standardized,
then it finds it can replicate
those processes across a larger
footprint. Scaling then means
doing more of whatever you are
already doing by selling to more
customers or by expanding into
a new customer segment. For
example, retailers and restau-
rants scale by opening new out-
lets in different locations.
Successful scaling requires
excellent execution, and it
means scaling of both produc-
tion and distribution, so it can be
costly, as well. Scaling up pro-
duction requires more space,
more equipment, and/or more
people, and those costs are usu-
ally incurred before additional
revenues from increased scale
are generated.
Scaling distribution is more
complicated because it depends
upon whether your customers
are individuals or businesses
and whether you sell directly to
customers or to someone who
does. For many growing busi-
nesses, the challenge of scaling
distribution means figuring out
how to reach more customers
efficiently, without necessarily
adding physical locations, or
without needing a bigger sales
force, both of which can be cost-
ly and time-consuming.
To scale both production and
distribution with lower capital
costs, many growing companies
leverage outsourcing strategies,
at least for a time. Outsourcing
provides access to proven capa-
bilities and resources for a vari-
able cost, rather than taking on
additional staff or facilities
yourself.
“Replicating business
processes across a larger foot-
print is just part of the challenge
in scaling a business,” notes
Hess. “The other part is figuring
out the new business and operat-
continued on page 43
BUSINESS JOURNAL • PAGE 7August 2010
Triton Communications, Inc.
663 Brea Canyon Road  Ste. 4
Walnut, CA 91789
Phone:909.594.5895
Fax:909.598.2832
www.tritoncomm.com
Please allow us to introduce ourselves: Triton Communications, Inc., a full
service telecommunications company.  Originally formed in 1981, and
Incorporated on August 12th 1982.  We began as a contractor providing
installation service for Rolm of California.  In 1985, Triton
Communications, Inc. became an interconnect and began to serve its own
customers.
We are very proud to say that many of our original customers are still with
us today.  Please review the list of services and qualifications below.  We are
certain you will find that Triton Communications, Inc. can be of assistance to you and your company.  We have
a very well trained technical staff and our installation and service technicians have an average of fifteen years
experience each.  The following is a list of our services:
• Sales and Service of refurbished (Nortel, Toshiba) & new (NEC) telephone systems and equipment.
• Complete System cabling of voice, data, and computer networking.
• Voice Mail and Paging systems to Video conferencing and Call Accounting systems.
• Providing Local Dial Tone, T1, Long Distance and 800 numbers.             
• VoIP solutions.
est costs each year. There are also
legal priorities for repaying debt
ahead of all other expenditures.
Virtually every state requires some form of balanced budget amend-
ment in its constitution. 
The maturity structure of debt is critical to large borrowers
because of the risk of a “liquidity event” similar to that faced by
Lehman Brothers and Bear Stearns in 2008. A liquidity event occurs
when a borrower must roll over debt on a regular basis and one day
finds that no buyers show up. Greece has nearly 50% of its debt
maturing within the next five years. Contrast this with California,
where only 19% of the state’s outstanding debt matures in the next
five years. 
Another advantage U.S. states have over European sovereigns is
the composition of their debt holders. Approximately 65% of Greek
debt is held by non-Greek entities and much of that by banks. Banks
in Europe are mandated to hold significant amounts of sovereign
government debt. When times were good, Greek bonds traded equal-
ly with German bunds, and banks in Europe gobbled up Greek sov-
ereign debt. Unfortunately, as the global economy soured, ratings
downgrades in peripheral Europe threatened the value of the bonds,
which in turn threatened the banks. Insolvency or fears of insolvency
have the potential to spark bank runs and undermine the entire
European financial system. 
In the United States, commercial bank holdings of municipal
bonds are a small portion of the municipal market. Instead, due to the
tax-exempt status of municipal bonds, individual households and
retail buyers hold nearly $2 trillion of the $2.8 trillion market. There
is an interesting historical corollary here: in the U.S. during the
1800s, banks were required to hold state debt as capital, and entire
banks were set up just to speculate
Can We...
continued from pg. 2
continued on page 11
EXECUTIVE NOTES
First Mountain Bancorp announced the appointment of
Walter Con and Vince Smith to the board of directors of its sub-
sidiary, First Mountain Bank.
“With the appointment of Walter Con and Vince Smith to the
bank board, we will solidify our local representation. Both Walter
and Vince are well known and are extremely active in community
affairs.”
“I am very pleased to announce that the board of First Mountain
Bancorp has appointed two new directors to the bank’s board effec-
tive Aug. 1, 2010,” stated Jack Briner, chief executive officer.
“With the appointment of Walter Con and Vince Smith to the bank
board, we will solidify our local representation. Both Walter and
Vince are well known and are extremely active in community
affairs.”
Con has served as the chief business official for the Bear Valley
Unified School District for the past five years. He brings a wealth
of experience to his director position having spent more than 28
years working for various financial institutions prior to joining the
school district.
Smith is the owner and president of Riffenburgh Lumber
Company, which has been an important part of the building indus-
try in the Big Bear Valley for many years.  Smith has lived and
worked in the Big Bear area for more than 30 years.
“These men bring experience, entrepreneurship, and knowledge
of our local markets that will be a tremendous addition to our bank
board,” commented Briner.
First Mountain Bancorp is the parent holding company of First
Mountain Bank, which is headquartered in Big Bear Lake and has
four offices serving the Big Bear and high desert areas of Southern
California. continued on page 13
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GOOD BUSINESS
Don’t Hit Send! Avoid These Common E-mail Pet Peeves
By Jean Kelley
Spam…e-mail chain let-
ters…obnoxious or off-color
jokes…these are just a few
things that annoy business pro-
fessionals when it comes to
daily e-mail.  While you’re like-
ly not sending any of these
things, what if your e-mails to
people are just as annoying?
Unfortunately, many people
are unknowingly irritating co-
workers and clients with bad e-
mail etiquette and habits. Even
worse, the offenders are tarnish-
ing their reputations in the
process, unaware that their e-
mails reflect their personal and
company brand, their image,
and their credibility.
If you’ve ever wondered
why people don’t take action on
your e-mails or why this produc-
tivity tool seems to waste more
of your time than it saves, you
may be guilty of exhibiting a
few e-mail pet peeves.
Following are the top five e-
mail pet peeves in the work-
place. Avoid them so your e-
mail messages are most effec-
tive.
1. Having sensitive con-
versations via e-mail.
Sensitive and emotionally
charged conversations have no
place in an e-mail.  If you need
to fire someone, express disap-
pointment, or apologize, do it
face-to-face (most preferred) or
via phone. When a topic has
emotion behind it, the recipient
naturally escalates that emotion
when reading the e-mail.
Why? Because it’s virtually
impossible to display emotion in
an e-mail (aside from some
carefully placed emoticons,
which not everyone appreci-
ates), and humans by nature
look for the worst in a message
rather than the best. So your
innocent question of “Why did
you call Mr. Smith?” gets read
as an accusatory question, as if
you had asked, “Why on earth
did you of all people call Mr.
Smith and bother him?”
Adding fuel to the fire is the
fact that many people write
things in an e-mail that they
would never say in person. They
view e-mail as a way to have
“safe” conflict without being
face-to-face. So they may snap
back at someone in a sarcastic
way or slam someone profes-
sionally or personally.  Some
people even enjoy this type of
conflict, as it gives them a
charge. The bottom line is that if
your message has any type of
intense emotion behind it, don’t
send the e-mail. The matter is
best addressed in a face-to-face
meeting or phone call.
2. Using “reply all” ver-
sus “reply.”
Just because you were one
of many recipients on a message
does not mean everyone needs
to hear your reply. For example,
a supervisor may send a group
message out to the entire depart-
ment asking who will be present
at the quarterly meeting. The
only person who needs to see
your response is the person who
initiated the message, not the
entire group. If the group con-
tains 100 people and each one
does a “reply all” saying, “I’ll
be there,” you'll have a very
cluttered inbox and 100 annoyed
people.
Therefore, really think about
who needs to see the message
before you reply. Obviously, if
your company requires that you
do a “reply all” for business e-
mails, then by all means do so.
Otherwise, use the “reply all”
button judiciously. And remem-
ber that with a “reply all,”
everyone, even someone who
was in the BCC line, will see
your comments. So you never
really know who is getting your
message.
3. Using poor grammar
and spelling.
A typo every now and then
is not a big deal. However, con-
sistent bad grammar and
spelling is obnoxious. E-mail is
a form of written communica-
tion, so respect the written word.
Additionally, this is business,
and everything you do, say, and
write is a reflection of your pro-
fessionalism.
When people read your mes-
sages, they naturally and auto-
matically make a judgment
about you based on your writ-
ing. If your writing is poor,
everything else about you is in
question. After all, if you don’t
care enough about your writing,
what else don’t you care about?
Your product? Your service?
The reader? 
Remember that the written
word stays out there forever, and
no e-mail message is ever really
deleted permanently. Make sure
your lasting impressions are
good ones—even when you e-
mail.
4. E-mailing complicated
information.
If you have to give someone
technical, detailed, or compli-
cated information, do it with a
phone call and an e-mail as a
backup rather than relying sole-
ly on the e-mail communication.
E-mail is best suited for short
messages that don’t require a
lengthy response. If your e-mail
is more than a couple of para-
graphs, pick up the phone and
talk to the recipient. Use the fol-
low up e-mail to send needed
documentation or a recap of
your verbal instructions, but
don’t expect people to read and
act upon a lengthy or complicat-
ed message.
Additionally, if you are the
recipient of a detailed message
and need time to work on the
reply, send back a short
acknowledgment message that
states,  “I received your message
and am working on the needed
items.” And if the reply requires
real discussion, then pick up the
phone and talk about it.  Don’t
rely on e-mail for every topic.
5. Writing bad subject
lines or not using subject lines.
Unless you’re doing e-mail
marketing and relying on your
messages to sell people, use
straightforward subject lines
that reflect the true theme of the
message. Leave the cute and
clever wording to the marketers.
For day-to-day business purpos-
es, plain and direct work best.
So rather than have a subject
line that reads, “Want to pick
your brain,” write, “Need your
input on the Jones project.”
Realize, too, that many peo-
ple use their e-mail as a filing
system, and they rely on the
subject lines to find key infor-
mation later. So if all your sub-
ject lines are vague (as in “A
message from Tom Smith” or
“Info you requested”), or if you
don’t use subject lines, people
won’t know what the message
was about when they search
their files later. So always write
detailed subject lines, as in
“Dates for Singapore confer-
ence” or “Files for Smith proj-
ect.” And should the e-mail’s
subject change as the conversa-
tion ensues, then change the
subject line to reflect the new
theme.
Get Your Message Across
E-mail has certainly come a
long way in the past couple
decades. What was initially
viewed as a novel way to share
key information in the 1990s is
now the preferred method of
business communication. But
remember, just because some-
thing is commonplace and
expected doesn’t mean you can
become lazy with it. Always use
e-mail properly and for the pur-
continued on page 39
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STOCK CHART
Duff & Phelps, LLC
One of the nation’s leading investment banking and financial
advisory organizations. All stock data on this page is provided by
Duff & Phelps, LLC from sources deemed reliable. No recom-
mendation is intended or implied. (310) 689-0070.
Five Most Active Stocks
Advances 9
Declines 3
Unchanged 3
New Highs 1
New Lows 2
Monthly Summary
7/21/10
Notes: (H) - Stock hit fifty two week high during the month, (L) - Stock hit fifty two week low during the month, NM - Not Meaningful
American States Water Co 
Basin Water Inc (H)
Channell Commercial Corp 
CVB Financial Corp (L)
Emrise Corp 
Hansen Natural Corp 
HOT Topic Inc 
K-Fed Bancorp 
National RV Holdings Inc 
Outdoor Channel Holdings Inc 
Physicians Formula Holdings Inc  
Provident Financial Holdings Inc
Temecula Valley Bancorp Inc
Vineyard National Bancorp
Watson Pharmaceuticals Inc (L)
Watson Pharmaceuticals Inc. 17,746,920
Hot Topic Inc. 11,443,470
Hansen Natural Corporation 11,409,090
CVB Financial Corp. 10,021,110
American States Water Company 1,427,660
D&P/IEBJ Total Volume Month 53,844,060 
Ticker 7/21/10 6/30/10 %Chg. 52 Week 52 Week Current P/E Exchange
Close Price Open Price Month High Low Ratio
AWR
BWTRQ
CHNL
CVBF
ERI
HANS
HOTT
KFED
NRVHQ
OUTD
FACE
PROV
TMCV
VNBCQ
WPI
33.91 33.14 2.3 39.61 31.20 19.0 NYSE
0.00 0.00 -33.3 0.11 0.00 NM OTCPK
0.45 0.45 0.0 2.50 0.03 NM OTCPK
9.70 9.50 2.1 11.85 6.15 0.0 NasdaqGS
0.49 0.48 2.1 1.61 0.46 NM ARCA
42.50 39.11 8.7 44.99 24.01 20.0 NasdaqGS
5.16 5.08 1.6 9.96 4.67 25.8 NasdaqGS
8.55 9.08 -5.8 10.39 7.30 44.1 NasdaqGM
0.03 0.03 0.0 0.05 0.03 NM OTCPK
4.85 4.67 3.9 7.85 4.31 NM NasdaqGM
3.38 3.26 3.7 4.23 1.43 NM NasdaqGS
5.14 4.80 7.1 10.49 2.43 NM NasdaqGS
0.00 0.00 0.0 0.10 0.00 NM OTCPK
0.01 0.01 -59.0 0.14 0.01 NM OTCPK
43.44 40.57 7.1 44.97 33.17 20.8 NYSE
Company Current Beg. of Point %Change
Close Month Change
Hansen Natural Corporation 42.50 39.11 3.39 8.7%
Provident Financial Holdings Inc. 5.14 4.80 0.34 7.1%
Watson Pharmaceuticals Inc. (L) 43.44 40.57 2.87 7.1%
Outdoor Channel Holdings, Inc. 4.85 4.67 0.18 3.9%
Physicians Formula Holdings Inc. 3.38 3.26 0.12 3.7%
Company Current Beg. of Point %Change
Close Month Change
K-Fed Bancorp 8.55 9.08 -0.53 -5.8%
Channell Commercial Corp. 0.45 0.45 0.00 0.0%
Hot Topic Inc. 5.16 5.08 0.08 1.6%
Emrise Corp. 0.49 0.48 0.01 2.1%
CVB Financial Corp. (L) 9.70 9.50 0.20 2.1%
THE GAINERS
Top five, by percentage
THE LOSERS
Top five, by percentage
10681 Foothill Blvd., Suite 280 Rancho Cucamonga, CA 91730
Tel. (909) 980-0630   Fax. (909) 948-8674
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The County of San Bernardino Workforce
Investment Board and Workforce Development
Department is ready to assist your business at no
cost with the following services:
• Recruitment assistance
• Funds to train new employees
• Labor market information
• Pre-screened qualified
applicants
• Access to a large applicant pool
• Facilities available for
recruitments
• Layoff prevention assistance
• Outplacement of laid-off
workers
• Hiring tax credits
FREE BUSINESS WORKSHOPS
9650 9th St., Rancho Cucamonga
To Register Call 951-781-2345 or visit www.iesmallbusiness.com
Attention Business Owners
San Bernardino County Workforce Investment Board Funds
Innovative Program
Improve Business...Create More Jobs!
5 Months of World Class Business Coaching at NO COST to you.
Funded by the County WIB to help YOU improve your business
and create more jobs in our county!
This is a VERY intense program suited for the business owner
driven by success!
Program includes:
• Business Health Assessment
• Goal Alignment Consultation
• Operational Plan Development
• Weekly Coaching to ensure plan implementation
• DISC Communication Assessments to improve teamwork
• Opportunity to grow profits save jobs
Program Funds are EXTREMELY Limited!
Call 951.543.9901 to see if you qualify!
on state debt, buying bonds and
funding the purchases with lever-
aged deposits. This contributed to
state indebtedness and a string of state debt defaults during the peri-
od. Many of today’s market norms and laws, such as balanced budg-
et amendments, find their origins in the aftermath of state debt crises.
As a percentage of the total municipal market, commercial bank
holdings have declined from about 50% of the market in the 1970s to
8% today. 
Municipal bond holders are primarily “buy and hold” investors.
As such, “shorting” of municipal bonds rarely occurs, in contrast
with European sovereign debt where shorting is more common.
Shorting a security is a bet that the security will decline in value. In
order to execute a short, the investor will typically borrow the secu-
rity from a third party and sell it in the market with the intention of
buying it back at a lower price on a later date to deliver back to the
third party. In order to find bonds to deliver on their short position, a
short seller would need to use the repurchase or repo market. But
repo is very small for municipal bonds. Why? Due to the composition
of bond holders and the tax-exempt status of municipal bonds, yields
are generally too low to attract taxable buyers. Also, with an estimat-
ed 40,000 issuers and more than 3 million unique CUSIPs with rela-
tively small issue sizes, it is not a market that lends itself to repo
activity and shorting. European sovereign debt is much more homo-
geneous and lends itself more readily to shorting. 
Ready for the All Clear Signal? Not Yet
There are important differences that put the U.S. states on better
footing than peripheral European economies. These include the size
of the debt relative to the economy, the maturity structure, and the
diversity of the investor base. Yet it is probably too soon to sound the
all clear signal for the municipal market. Despite the constraints on
state borrowing and deficits, some states continue to push the enve-
lope, engaging in pension obligation borrowing and selling and lease-
back of buildings and facilities as forms of creative financing. More
importantly, all the media attention misses a major fact about the U.S.
municipal bond market: it is far more than just U.S. states. In fact,
only 15% of the $2.8 trillion market is in tax-backed state debt.
Besides the 50 states that issue general obligation debt, there are
more than 89,000 smaller municipal issuers. That means the vast
majority of municipal debt is issued by sub-state authorities and
municipalities. In fact, the fastest growing segment of municipal gov-
ernment in the last decade has been special districts that have sprout-
ed up to finance a host of activities, from sporting venues, to hospi-
tals, to real estate developments, golf courses and other economic
development projects. This is where problems may lurk: many
municipal bonds are not actually
Can We...
continued from pg. 7
continued on page 39
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MANAGEMENT
Stopping “Slack-Off Summer” Syndrome: Six Ways to Keep Your Company
Ruthlessly Focused This Summer
If you are used to accept-
ing a lax summer work ethic
from your employees (and
maybe even taking on one of
your own), it’s time to stop,
says Tom Hall. He suggests
you use this summer season to
ruthlessly focus on improving
your business.
Ah, summer...That won-
derful time of year when
everything slows down—
including your business. Your
clients, employees, and ven-
dors are on a seemingly con-
stant rotation of vacation time.
No one’s ever in when you
need them. The easiest thing to
do, then, is just accept this
state of affairs. After all, there
is a gentlemen’s agreement in
the business world that opera-
tions are supposed to slow
down a little in the summer,
and since your competition has
slowed down, it’s fine if you
put on the brakes for a while,
too. Right?
Wrong, says business strat-
egy expert Tom Hall. In fact,
summer is the best possible
time to really get focused on
what makes your company
tick—in large part precisely
because your competition is
taking it easy during these
lazy, hazy, crazy days.
“It makes perfect sense,”
says Hall, coauthor along with
Wally Bock of “Ruthless
Focus:  How to Use Key Core
Strategies to Grow Your
Business.”  “If everyone else
is slowing down and losing
their focus during the summer
months, and you do the oppo-
site, then you will be way
ahead of the competition when
fall rolls around. Plus, losing
your collective grip on what
you’re supposed to be doing—
and why—for three months is
just bad for business.”
The ability to focus—ruth-
lessly—is what separates the
companies that grow steadily
and successfully from the ones
that get distracted, trot down
the wrong side path, and find
themselves lost in the forest,
says Hall.
In fact, that’s the central
lesson of “Ruthless Focus.” In
the book—which is based on
the authors’ experience run-
ning companies, working with
companies, and studying what
makes companies succeed and
fail—Hall and Bock teach
readers how to identify and
then ruthlessly focus on the
core strategy driving their
business. The book is chock-
full of excellent case studies
that take a look at companies,
such as Staples and Walmart,
that have maintained success
for years by maintaining a
ruthless focus on a single, sim-
ple, core strategy.
“Focus requires complete
concentration, which can be
difficult to achieve when the
joys of summer are distracting
you and your employees at
every turn,” says Hall. “It’s
difficult but not impossible.
Take the right steps and you
can end the summer in a much
better position than when it
began.”
Read on for great advice
that will not only help you and
your team ruthlessly focus this
summer, but maybe even have
some fun doing it.
Vow to make this the
Summer of Strategy. 
This summer, strive to
make your core strategy (the
main strategy that drives your
business) the focus of every-
thing: meetings, new projects,
old projects, communications
with clients and prospects—
everything. You should be able
to describe your core strategy
in a couple of crisp sentences.
And it should answer two key
questions: 1) How are we
going to beat the competition?
and 2) How are we going to
make money?
“You must maintain a ruth-
less focus on your core strate-
gy where every action, every
day, moves you and the busi-
ness forward, especially in the
summer,” says Hall. “A clear
strategy will help you stay
focused and help you stay on
track. If you get off track, use
that same clear strategy to help
you identify what happened
and what needs to change.
Keep the two key questions in
the forefront of everything you
do.
“A great way to make sure
you are ruthlessly focusing on
your core strategy during the
summer and beyond is by cre-
ating a stick-to-the-strategy
group,” he suggests. “The
group should include people
from every department. Their
main objective should be to
make sure the organization as
a whole isn’t losing sight of
the core strategy. They’ll bring
you and the rest of your
employees suggestions on how
to push forward and get back
on track whenever necessary.”
Plan the work and work
the plan. 
Sometimes the best way to
stay focused during the sum-
mer is to put everything you
have to do right there in front
of you. Create a to-do work
list and encourage your
employees to do so as well.
Carefully manage the master
list so that you are regularly
updating it with new tasks and
crossing off those that you
have already completed. Make
sure your employees do the
same with their individual
lists. The constant focus
(there’s that word again!) on
these work lists will keep peo-
ple from slacking off just
because it’s summertime.
“You’ll be surprised how
gratifying it can feel to check a
task off of your to-do list,”
says Hall. “When you do, it
provides you with the encour-
agement you need to move on
to the next task. Making a to-
do list might seem like a sim-
ple idea, but, trust me, it will
have a big payoff. The list will
help you see the big picture,
and having everything in front
of you will be a great way to
continuously remind yourself
that there is a lot to accom-
plish this summer.”
Don’t let people use their
vacation as a get-out-of-work-
free card. Speaking of to-do
lists, anyone getting ready to
go on vacation should be pay-
ing close attention to his or
hers. A pending vacation
should not be an excuse for not
getting work done. Rather, it
should be a red flag that urges
you to be mindful of deadlines,
rearrange more flexible proj-
ects, and ask for help if you
need it. This is the message
leaders should be sending to
employees: If you are going to
be on vacation, know what
your deliverables are—and
then deliver!
“Have a meeting with
employees a couple of weeks
in advance of their vacations
in order to go over their lists,”
suggests Hall. “Point out those
tasks that absolutely must get
done before they go.
Obviously, it’s important for
everyone to get a break during
the summer, but no one—not
your employees, not you—
should take three months off
just because it’s summer. Not
only will getting your work
done make for a more enjoy-
able vacation for you, but it
will make things a lot easier on
your coworkers and/or
employees while you are out.
continued on page 25
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Four Shocking Bombshells Bernanke
Did NOT Tell Congress About
By Martin D. Weiss, Ph.D.
In his testimony before Congress, Ben Bernanke (chairman of the
Board of Governors of the Federal Reserve System) lifted the Fed’s
skirt and gave us a glimpse of the disasters now sweeping through the
U.S. economy.
But there are four bombshells he did NOT talk about:
FIRST and foremost, what’s CAUSING the economy to sink?
The stock market has not yet crashed. Interest rates have not yet
surged. Gasoline prices have not skyrocketed. There has been no
recent debt collapse, market shock, or terrorist attack.
So what is the invisible force that’s suddenly gutting the housing
market, driving consumer confidence into a sinkhole, and killing the
recovery that Washington was so avidly touting just a few months
ago?
Bernanke won’t say. But the answer is clear: The recovery had
very little substance to begin with. Rather, it was, in essence, a
mirage — a dead cat bounce bought and paid for by Washington’s
massive bailouts, stimulus programs, and money printing.
Put another way, the recession never really ended. Yes, we saw
some growth in GDP. And yes, thanks to that growth, some com-
panies are still reporting better earnings—the news that spurred a
rally in the stock market.  But at the core of the economy, the fires
that started the recession are still burning intensely.
SECOND, Bernanke failed to point how that ...The U.S. hous-
ing market is now LOCKED into a chronic, long-term depression.
The housing sector resumes as the worst collapse in U.S. history!
Housing starts — the most important measure of the housing
industry — is still a disaster zone.
Beginning in January 2006, they suffered their worst plunge in
recorded history—from an annual rate of 2.3 million to a meager
477,000 in April 2009. Thus ...in just three years, 79 percent of
America’s largest industry, impacting more Americans than any
other, was wiped away.
Then, despite a series of government agency programs to shore
up the industry ... plus $1.25 trillion poured in by the Fed to buy
up mortgage-backed securities ... plus a big tax credit for new
homebuyers, housing starts perked up ever so slightly: They recov-
ered to an annual rate of 612,000 in January of this year.  But this
recovery was so small, it retraced just 7.5 percent of the prior fall. 
In other words, even after massive government efforts, and
even at the highest point in their recovery this year, the housing
industry recouped less than one-tenth of its historic three-year bust
from 2006 to 2009.  Worse, the housing industry has now resumed
its decline.
The most alarming factor: Widespread “strategic defaults” on
home mortgages.  These are defaults by homeowners who can
afford to meet their monthly mortgage payments, but have deliber-
ately decided to stop paying.  They realize their home is worth less
than they owe on the mortgage — transforming it into a dead asset
they’re willing to give up. They know their bank, already over-
whelmed with foreclosures, won’t get around to evicting them for
as long as two years, allowing them to live in the house cost-free.
They also know this tactic can give them tens of thousands of dol-
lars in extra cash. So they’re defaulting en masse and getting away
with it.
End result:
• New supplies of foreclosed homes hitting the market as far as
the eye can see ... continued on page 15
Stacy Thetford, president of
Thetford Web Development, was recognized at the Palm Desert
Chamber of Commerce annual Awards Dinner and Board
Installation on June 30 as Board Member of the Year. Small busi-
ness owners are known for wearing many hats and juggling many
balls. Making additional commitments to support the business com-
munity often takes precious time away from working in the busi-
ness —especially in prime time, during the day.
“I feel fortunate and grateful that my business continues to
grow. I believe in putting the customer before anything else and in
taking time to appreciate the network and relationships who have
helped me grow my business,” comments Thetford. Known for her
consistent “it would be my pleasure” to accommodate client
requests, Thetford extends her willingness to help to her colleagues.
“Stacy is all about giving back and keeping other chamber
members in mind. This year, she designed and installed our award-
winning Website, which was instrumental in the chamber receiving
Five-Star Accreditation. She always participates in events, consis-
tently tries to reach out to help our chamber member community-at-
large, and really tries putting peo-
Executive Notes...
continued from pg. 7
continued on page 14
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REAL ESTATE NOTES
DirecTV Leases Victorville Space
DirecTV leased a 13.2k square foot concrete tilt-up industrial
building in Victorville to be used as the company’s regional service
center for the High Desert and surrounding areas. The building is
located on Bonanza Road, off of Park Avenue.
Ryan Ward and Chris Bosley, both of Cushman and Wakefield,
and Ryan Travis of Lee & Associates represented DirecTV Inc. The
company has been in business since 1994 and currently has over 16
million subscribers nationwide and over 1.4 million in Latin
America. Rob Kurth and Jeremy Schmidt of Lee & Associates repped
the owner of the facility, which is currently being marketed for sale
as a leased investment.
National University Agrees to Ontario Office Renewal
National University, California’s second-largest private, non-
profit institution of higher education, recently closed a notable office
lease in Ontario, agreeing to a long-term deal for 25k square feet with
the Empire Towers office park. The transaction is valued at approxi-
mately $4.15 million.
National University currently occupies 12.9k square feet in the
property, located at 3800 Concours, just north of I-10 and east of
Haven Avenue, for its administrative offices and vocational pro-
grams. The new lease includes an expansion of 12.1k square feet to
house National University’s nurse training program, which has expe-
rienced growing demand for registered nurses throughout the region.
Empire Towers is a master-planned, five-building business center
containing more than 525k square feet of Class A office space in
Ontario. Irvine-based CIP Real Estate, the landlord in this latest
transaction, owns four of the five Empire Towers buildings in part-
nership with Guggenheim Real Estate. It is also part of OntarioHQ, a
newly formed alliance by a group of competing office landlords to
attract new businesses to the City of Ontario.
Philip Woodford and Vindar Batoosingh of CB Richard Ellis rep-
resented CIP Real Estate in the deal. National University was repped
by John Bucher of John Bucher Real Estate Company.
Clothing Distribution Company Leases San Bernardino
Facility
FTDI West Inc, a Florida-based clothing distribution and logistics
company, signed a 66-month lease for the entire 191.2k square foot
building at 5404 Industrial Parkway in San Bernardino, within the
Industrial Parkway Business Center. The transaction has a total value
of $2.6 million, for an average rate of about $0.21/sf/mo.
Located on the west side of I-215, a short distance from
California State University San Bernardino, the freestanding building
was completed in 2008 and features a 10.33-acre lot, 30’ clearance
and 28 dock-high loading doors with levelers, along with state-of-
the-art lighting, sprinkler and security systems. It is owned by VID
LLC.
Mark Zorn and Tal Siglar of DAUM Commercial Real Estate
Services represented the owner in the deal. The tenant was repped by
Scott Leitenburg of Jones Lang LaSalle, Gus Andros of DAUM and
John Bowman of Charles Dunn.
264k Square Foot Ontario Industrial Facility Sells to Cels
In a recent Ontario owner/user continued on page 31
ple in the chamber network togeth-
er,” commented Jim Walker, outgo-
ing chair. As members’ needs for
chamber services increase, chambers rely on their boards to do
more of the heavy lifting and stand as an example to other mem-
bers. “It’s more than showing up for a meeting. Active participation
helps everyone. Stacy has been an outstanding board member. With
board members like Stacy contributing her time and services and
setting an example of how to leverage the resources that our cham-
ber provides, it’s a win-win for everyone.”
Professor Deborah A. Freund has been appointed the 15th
president of Claremont Graduate University (CGU) by the uni-
versity’s board of trustees. Freund will be the first woman to serve
as president of CGU.
“Professor Freund personifies the 85-year tradition of dedica-
tion to academic excellence in research and teaching that is CGU’s
hallmark,” said Chairman of the Board Donald Baker. “As an inter-
nationally recognized scholar and sought-after expert in the field of
health-care policies and economics, she will have a decidedly pos-
itive impact on CGU’s students and faculty. We are fortunate that
she will bring extensive administrative experience to her service as
president of Claremont Graduate University.”
Freund was vice chancellor and provost at Syracuse University
from 1999-2006, and has held the title of Distinguished Professor
of Public Administration and Economics from Syracuse’s Maxwell
School of Citizenship and Public Affairs since 2004. In addition to
her faculty position at the Maxwell School, she is also a senior
research associate at the school’s Center for Policy Research.
“To be asked to lead an educational institution of such distinc-
tion and accomplishment as CGU in these changing times for high-
er education is a challenge and a privilege,” said Freund. “Meeting
such challenges going forward will be possible because of the ded-
ication, talent, and enthusiasm of CGU’s trustees, faculty, students,
alumni, and staff. CGU's pacesetting record of transdisciplinary
research and teaching mirrors what I have also been committed to
during my 30 years in the academy. More importantly, this perspec-
tive is not only central to our success in the university, but to find-
ing the best ways of approaching and solving the complex problems
we all face in the world today.”
With the selection of Freund as its new president, CGU has
completed an extensive and expansive search for the institution’s
new leader. “Everyone in the university community is looking for-
ward to welcoming Professor Freund as a scholar, an administrative
leader, and a visionary to help us chart our course for the future,”
said Trustee Beverly Ryder, chair of the Presidential Search
Committee. “From the earliest contact with Professor Freund, the
members of the search committee could see how her interests and
accomplishments were a strong match with CGU’s mission to edu-
cate the next generation of society’s leaders.”
Freund came to Syracuse University from Indiana University
Bloomington (IU) where she was vice chancellor and dean of the
faculties, and special advisor to the president and vice president of
the IU System on Academic Affairs for five years. While at IU,
Freund also served as chair of the Health Sciences and
Administration Faculty in the School of Public and Environmental
Affairs from 1988-1992; as associate dean from 1992-1994; and
director of the Bowen Research Center, whose participating schol-
ars conducted health policy and health services research at IU from
1989-1999. From 1985-1988, Freund was the director of the
Program on Health Economics and Finance at the Health Services
Research Center, director of the PhD Program in Health Policy and
Administration, and director of the
Executive Notes...
continued from pg. 13
continued on page 37
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2010 ECONOMIC FORECAST
HIGHLIGHTS LOCAL BUSINESS
EXPANSION AS POSITIVE OUTLOOK
FOR THE FUTURE OF
SOUTHWEST CALIFORNIA AND THE
TEMECULA VALLEY
The Temecula Valley Chamber of Commerce (TVCC), hosted its
mid-year Economic Forecast on June 29 at South Coast Winery
Resort & Spa and spotlighted top economic expert, Dr. John Husing,
unlocking the expectations of local commerce in the upcoming years.
The overall projection for the valley is promising as consumers and
business owners are gradually feeling a change in the economy and
the market is slowly recovering. Dr. Husing is convinced that in the
next few years the Temecula Valley will begin to see a more normal,
solid and confident economic function.
“Although the valley is still working through major setbacks
including unemployment, the decline in the housing market and the
need for additional higher education business people or high dollar
corporations in the community, Dr. Husing spoke about the promis-
ing plans in the works for Temecula and its surrounding areas,” said
Alice Sullivan, Temecula Valley Chamber of Commerce president
and CEO. “It can be difficult to hear about the economic trends that
have taken place these past few years but we are excited to now look
towards the future and begin rebuilding our community one business
at a time.”
The near completion of the new Civic Center in Old Town
Temecula has stimulated 2,000 new jobs in the valley. City Hall and
other units of the local government will be moving their offices in
September 2010 and the old City Hall will be converted in to the new
police station without breaking the bank on another large project for
the city.
Temecula can expect to see an increase in businesses throughout
the next few years. More hotels are looking to be built in Temecula
including the Crowne Plaza Hotel and Comfort Suites. Mercedes-
Benz is also looking to build an 80,000-sq.-ft. $40 million dealership
that will begin in early 2011. In August, California State University
San Marcos will open an Extended Education Branch for all
Temecula, Murrieta, and surrounding residents, supporting nursing
and business degrees for the time being. Southwest Healthcare has
also signed the contract to begin building a 148-bed hospital off
Temecula Parkway.
BMW is looking in to Murrieta as a possible location for a new
dealership but the major addition to Murrieta is the new Loma Linda
University Medical Center opening in 2011. The 106-bed complex
will provide cancer services, emergency department with 19 treat-
ment rooms and women’s health services with five labor and deliv-
ery rooms and 14 maternity rooms.
Only having been incorporated for two years in July, Wildomar
still has room to grow and prosper. The main emphasis will be to
expand the public safety in the area by adding its second police car
while the remainder of the public safety comes from the county sher-
iff’s department. Wildomar is also pushing to further develop the
exchanges onto the freeways for better shipping and local mobility.
The possibility of Wildomar as the site for an extension center of Mt.
San Jacinto Community College installment is also proof Wildomar
has a bright future to look forward to.
Overall, Dr. Husing’s message stated the need to build a stronger
valley by working together with the surrounding areas to pull all
resources collectively to build solid continued on page 39
•Bankers who would rather cut
their wrists than finance new
homes, and ...
• A new slump in housing that’s worse than even some pes-
simists were expecting.
THIRD, despite his now-famous quote that this is “the worst
labor market since the Great Depression,” Bernanke failed to reveal
that ...official government data GROSSLY understates the magnitude
of unemployment long-term joblessness worst ever recorded!
Bernanke did not mention that the percentage of long-term unem-
ployed in America is the worst it’s been since the government began
keeping records in 1948. 
Two facts:
Fact #1: A record 4.39 percent of the work force — or 46.2 per-
cent of the unemployed — have been out of work for 27 weeks or
more. That’s DOUBLE the worst level ever recorded and TRIPLE
the peak level seen in five of the past six recessions.
Fact #2: On average, America’s unemployed have been out of
work for 35.2 weeks, also the highest on record.  Bernanke did not
remind Congress that, based on the government’s own broad meas-
ure, the true unemployment rate in the U.S. is not 9.5 percent. It’s
16.5 percent — or seven full percentage points more than the figure
Mr. Bernanke likes to refer to.  This broader measure includes work-
ers seeking full-time employment, but temporarily settling for lower
paying part-time jobs. Plus, it’s supposed to also include “discour-
aged workers”— those who have given up looking for work because
there are no jobs to be found.
Nor did Bernanke confess that, during the Clinton administration,
discouraged workers were “redefined” to EXCLUDE those who had
been out of work for more than a
Four Shocking...
continued from pg. 13
continued on page 29
To learn more, call Toshiba Business Solutions California at 909-390-1421 ext. 401.
The Unforgettables Foundation desert chapter receives new
Toyota Sierra from Toyota Indio for
closest to the pin shot Nabisco Golf Championship.
Lt to rt--Blake Tatom, Gabe Codding--KNC, Sonya & Tim Evans-Founders, Bob Marra--who hit the
winning shot to 2’ 2”, Sonja Martin, Linda Long-chair, Barbara Norman, Aben Elhendy-Toyota
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N/A = Not Applicable WND - Would not Disclose  na = not available. The information in the above list was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press time. While
every effort is made to ensure the accuracy and thoroughness of the list, omissions and typographical errors sometimes occur. Please send corrections or additions on company letterhead to: The Inland Empire Business Journal, P.O.
Box 1979, Rancho Cucamonga, CA 91729-1979. Researched by  Jonathan Siu.  Copyright 2010 by IEBJ.
Top Tenant Improvement Contractors
Listed Alphabetically
Firm Cmmcl. Bldgs. (in I.E.) # of Licensed Contractors Specialties Clientele/Projects Top Local Exec.
Address Indstrl. Bldgs. (in I.E.) Company Headquarters Title
City, State, Zip (Sq. ft. completed) Phone/Fax
E-mail Address
Al Shankle Const. Co., Inc. 775,000 1 Concrete Tilt-Up, Industrial & Office, Farmer Bros. Coffee Al Shankle
1. 3309 Grapevine St. 2,125,000 Mira Loma Tenant Improvements, Schools United Parcel Service CEO/President
Mira Loma, CA 91752 Santa Ana Unified School District (951) 727-8882/681-7599
Capstone Construction Co., Inc. 200,000 3 Office Tenant Improvements Tri-City Corp. Center Bruce  T. Heiliger
2. 3651 Third Street 75,000 Riverside Ground up Division Riv. Comm. Hospital President
Riverside, CA 92501 Hospital Division University of Phoenix (951) 682-6225/682-6406
bheiliger@capstone-company.com
Fullmer Construction 8,854,420 N/A Commercial, Industrial & Office, Riverside Comm. Investors Bob Fullmer
3. 1725 South Grove Ave. (comm. & indus. total) Ontario Tenant Improvements Stirling Capital President
Ontario, CA 91761 1,760 Bldgs Burlington Coat Factory (909) 947-9467/947-5241
www.fullmerco.com
Inland Empire Builders, Inc. N/A 1 Commercial Construction Sacred Heart Church, Rancho Cucamonga Tracy Elefante
4. 10271-A Trademark St., Unit 22 N/A Rancho Cucamonga Tenant/Office Improvements Fire Station #173, The Roman Catholic President/CEO
Rancho Cucamonga, CA 91730 Bistro of San Bernardino, Glennwood Devle. (909) 945-2450/944-7563
tracy@inlandempirebuilders.com
J.D. Diffenbaugh, Inc. 2,659,000 1 Commercial Construction Mountain View Industrial, Aloft Hotel, Jeff Dale
5. 6865 Airport Dr. Riverside Construction Management FedEx Freight, Mission Hills President
Riverside, CA 92504 Design, Build, Tenant Improvements Community Church, Canyon Hills (951) 351-6865/351-6880
Market Place info@diffenbaugh.com
JG Construction 2,100,000 4 Commercial/Retail Buildings Cadtree Capitol Investment June Grothe
6. 15632 El Prado Rd. 4,500,000 Chino Construction Ground Up Diamond Plaza Executive Officer/President
Chino, CA 91710 Tenant Improvements Pan Pacific Retail, Longs, Sav-On (909) 993-9393/993-9394
info@jgconstruction.com
Oltmans Construction Co. 981,162 2 Commercial/Industrial Projects Corp. Stater Bros. Joe Oltmans II
7. 10005 Mission Mill Rd. 2,560,697 Whittier Seismic Retrofit Inland Empire Gateway President/CEO
Whittier, CA 90601 Tenant Improvements Chino South Industrial (562) 948-4242/695-5299
joltmans2@oltmans.com
Panattoni Construction, Inc. 0 1 Distribution, Industrial Warehouse Hino Motors John Nibler
8. 34 Tesla, Ste. 110 639,000 Sacramento Tenant/Office Improvements AMT Regional Vice President
Irvine, CA 92618 Panattoni Development (949) 296-2960/387-4940
Piemonte of Ontario www.panattoni.com
Prizio Construction, Inc. 29,000,000 3 Comm./Ind. Tilt-Up Constr. Toys R Us of Rialto David Prizio
9. 151 Kalmus Dr., #N1 (Total) Fountain Valley Comm./Ind. T.I. Rehab., Ontario Airport, Goldstar Electronics CEO
Costa Mesa, CA 92626 Concr. Only/Superfl. Concr. Floors Aetna Insurance, SDCII (714) 543-3366/543-3388
www.prizio.com
Ralph Affaitati Construction WND OHC Lic. Industrial/Commercial GSA, Ralph Affaitati
10. 393 W. Athol, #2 San Bernardino Tenant Improvements Federal Government President
San Bernardino, CA 92401 (909) 889-0131/381-3881
www.affaitati.com
W.B. Allen Construction, Inc. 20,900 1 Metal Buildings, Apartments Matich Corp. WB Allen
11. 6191 Jurupa Ave. 106,875 Riverside Tenant Improvments City of Redlands President
Riverside, CA 92504 Tilt-up General Electric (951) 688-3221/688-7063
So. Cal. Edison wbemail@wballenconst.com
Dr. Loverso is planning to open
more satellite therapy centers, ren-
ovating the Transitional Living
Center, and most recently, he announced plans to add 31 more
beds to Casa Colina Hospital by 2015. As a result, Dr. Loverso
believes this will enhance patient service, provide more treatment
flexibility by extending the ‘continuum of care’ back to acute hos-
pital care, and help stabilize patient flow.
Later this year, Casa Colina will also break ground on a new
medical office building on its Pomona campus that is estimated to
provide space for additional physicians and an urgent care center.
“Physician integration into the rehabilitation process is Casa
Colina’s philosophy and we must continue to explore strategic
expansion efforts that accommodate the ever-evolving physician
and patient demand for healthcare,” said Dr. Loverso.
Rehabilitating...
continued from pg. 34
somewhat unique economic and
social circumstances.” 
The idea initially came about
as part of the Mayor and Common Council Retreat held back in
March, where the City Manager presented a series of “Building a
Better Community” initiatives, which included Process
Improvements initiatives. The staff met with the Building Industry
Association regarding a temporary reduction or suspension of
development-related fees soon after. 
“I’m proud of the council’s action on this matter,” said
Councilmember Chas Kelley. “The reduction in fees not only pro-
vides economic stimulus locally, but sets the City of San
Bernardino apart as a regional leader in the development commu-
nity.” 
City of San...
continued from pg. 3
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Referral Exchange Network News Column
www.ReferralExchangeNetwork.com
What’s Buzzing?
• With the combined efforts of REN Chapter leaders and members,
we are almost at 30,000+ Network contacts!
• New and improved website coming soon!
• New Phone # 800-559-1REN (736)
• Miranda Larson is the new regional director
• REN Temecula and Riverside are opening this month
MEMBER PROFILE
Dan Harley, Jr.
PrimeConcepts for Internet Solutions
danharley@primeconcepts.net
www.primeconcepts.net
Phone: 760-247-4814
Dan Harley is the owner of PrimeConcepts, an Internet solutions
consulting firm with a wide scope of
services to help his clients become
successful on the Internet.
Dan worked in the family’s
industrial computer business since
high school. In the mid 90’s, he was
responsible for integrating the
Internet into that business. He devel-
oped a Web site and performed
search engine marketing before most
knew these existed. The result: ten-
fold increase in sales calls while
reducing advertising costs to a fraction. Friends and associates
learned about Dan’s talent which launched PrimeConcepts.
Prudent business owners choose PrimeConcepts because they
want more than just a nice Web site.  PrimeConcepts can make the
Internet into an effective business tool to solve problems and gener-
ate more revenue. 
Dan just completed what he calls the “Reinvention of
PrimeConcepts.” The Internet is the top advertising resource over all
media. PrimeConcepts fulfills this need by expanding already proven
Internet marketing services to be better yet more cost effective. Dan’s
customers can advertise on the Internet at less cost with confidence
they will find their online success.
Dan is delighted to be a part of the REN family and looks forward
to connecting with more of its members.
BUSINESS SPOTLIGHT
On The Books-In The Black
www.onthebooksintheblack.com
Eva Marie Beisner, MBA, offers more than 30 years of experi-
ence as an accounting and management
professional in a wide variety of indus-
tries including healthcare, construction
and non-profits. She has combined her
business education and practical experi-
ence to help business owners maximize
their profits and control costs through
process improvement.
As a business consultant, Eva collab-
orates with her clients to create an effi-
cient structure for their accounting func-
tion  which can include strategic plan-
ning, writing policies and procedures, cost cutting, process improve-
ment, and cash management, just to name a few.
Eva Marie serves as treasurer of the board of the Institute
Management of Accountants (IMA). IMA helps accountants entering
the workforce from college by offering continuing education units at
monthly meetings. She has earned a bachelor of science  degree in
business administration and a master of business administration
degree both from the University of Phoenix.
Eva Marie continues to pursue her love of teaching as an associ-
ate professor of accounting at the University of California—
Riverside, and University of Redlands where she teaches auditing
and managerial accounting and fundamentals of financial and mana-
gerial accounting.
Who’s Arvee and why should you listen?
Arvee Robinson, is a master speaker trainer,
international speaker, and author. She teaches
business owners, service professionals, and
entrepreneurs how to use public speaking as a
marketing strategy so they can attract more
clients, generate unlimited leads and grow their
businesses, effortlessly. She teaches a proven
speaker system for delivering persuasive pre-
sentations, and easy formulas for creating killer
elevator speeches and magnetic self-introduc-
tions. Arvee has helped hundreds of individuals
to win clients and close more sales every time
they speak. She offers private coaching, workshops, and weekly tele-
classes. Her programs will make you money for the rest of your life.
Membership Includes:
1. RENCommunity.com Registration
2. Access to all REN Events (Nationwide)
3. 1 ID Badge (up to 2 badges per account)
4. Member Orientations
5. Discounts on Business Workshops
6. Access to network online with up to 9k
Facebook members
7. Business Promotion
8. Power Partner Introductions
9. Charter Membership - renewal rate will never
change
CALL NOW! 1-800-559-1REN
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WOMEN AND BUSINESS
Shattering Expectations: Eleven Lessons on How Successful Women Bust
Through the Glass Ceiling to Reach Their Full Potential
Less than 100 years ago,
women didn’t yet have the right
to vote in the U.S. Today they
are running Fortune 500 com-
panies, reaching high levels of
political office, and breaking
barriers in many industries.
Roxanne Rivera stresses that
many lessons can be learned
from today’s successful women.
Not too long ago, suggesting
that a woman might be named
CEO of a major corporation,
hold a high political office, or
both, in the United States
seemed absurd.
Today women are at the
helm of Fortune 500 companies
such as PepsiCo, Kraft Foods,
DuPont, Xerox, Yahoo, and
many others. In the recent state
primaries, Meg Whitman, for-
mer CEO of eBay, won the
Republican gubernatorial pri-
mary in California, while Carly
Fiorina, former CEO of
Hewlett-Packard, won the
Republican primary in the
state’s U.S. Senate race. In addi-
tion, for the first time in the his-
tory of New Mexico, two
women are squaring off for gov-
ernor. And if Elena Kagan is
confirmed, the Supreme Court
will have three female justices
for the first time in history.
But for every woman who
reaches success in her chosen
field, Roxanne Rivera warns,
there are many others who,
either because they are being
held back by the boys’ club in
their organization or industry or
because they are afraid to take
the necessary steps to get ahead,
continue to struggle. To push
these women to greater heights,
she stresses the importance of
showing them that they too can
be successful, no matter their
industry.
“Sure, the inequality gap
between men and women in the
workforce continues to close,”
says Rivera, who is author of
“There’s No Crying in Business:
How Women Can Succeed in
Male-Dominated Industries.”
“But the hard reality is that often
women still have to work harder
and smarter to get the respect
and proverbial piece of the pie
they deserve. Thankfully, many
great women have already fig-
ured that out. They know that
there are certain attributes that
successful women have used to
get ahead. Now the challenge is
spreading the word about those
attributes to all women.”
Speaking of successful
women, in her new book, Rivera
provides lessons she learned
through her own experience run-
ning her multi-million-dollar
construction company. And she
rounds out her own advice with
lessons from women from a
variety of male-dominated
fields, including medicine, the
military, academia, politics, and
other professions, whom she
interviewed for the book.
“To succeed in a company or
industry where men hold sway,
we need to know both the obsta-
cles and the opportunities,” says
Rivera. “The good news is that
every day, women figure out
how to do well in these environ-
ments. All my experience and
research shows me that women
can do extraordinarily well in
most organizations and indus-
tries, no matter how long it has
been a bastion of male domi-
nance or how widespread and
ingrained that dominance has
been.”
Based on information from
her new book, here are a few
tips from Rivera on what suc-
cessful women do right.
Successful women choose
credibility over insecurity.
Successful women do not hide
behind their insecurities.
Instead, they go out and earn
credibility through their actions
and attitude. They prove their
credibility by being effective
doers rather than trying to stay
under the radar as nice but inef-
fectual employees. They also
understand that once credibility
is established, it must be main-
tained. They know that there is
always the chance that what
they say or do will affect their
reputation.
“A great way to establish
credibility and to create a repu-
tation as being a strong and con-
fident woman is to become a
person of influence,” says
Rivera. “Years ago, I supported
a friend and fellow contractor by
holding a fund-raiser when he
ran for governor. He ended up
getting elected and asked me to
serve on his advisory board for
Workers’ Compensation. I even-
tually became the board chair
and noticed that male contrac-
tors who previously had ignored
me now contacted me with
questions about workers’ com-
pensation. Over time, I became
a much more visible public per-
son and earned the respect of
labor unions, lawmakers, and
business people. My work on
the board attracted the attention
of former U.S. Secretary of
Labor Elaine Chao. She asked if
I would like to serve as the only
business person on the then
newly formed National
Advisory Committee on
Ergonomics and I accepted.
“The bottom line here is that
your career and your business
can benefit from your height-
ened stature, but you have to put
yourself out there. In my case,
companies that had not been
interested in doing business
with me became interested.
Organizations that had given us
a limited amount of business
gave us more. Talented people
were attracted to our company
because of my visibility and
credibility. And all of these ben-
efits accrued because I made the
decision to boost my credibility
and make a name for myself
rather than let myself believe
that no one would want my
input.”
Successful women are
“thoughtful risk-takers.”
Women need an edge if they’re
going to enjoy exceptional suc-
cess in a male-focused culture,
and that edge often comes from
taking calculated risks.
“Many of the women I inter-
viewed for my book talked
about how men often are macho
in their risk-taking, impulsively
seizing the moment to recom-
mend bold, decisive action,”
says Rivera. “Successful
women, on the other hand, take
educated risks. They do a certain
amount of research and will
spend some time analyzing and
planning before taking a chance.
This doesn’t guarantee the risk
will pay off, but it gives them
better odds. Remember, risk-
taking is often admired in male
cultures, so women who take
risks (that pay off) are seen as
part of the brotherhood. More to
the point, risk-takers are seen as
managers and leaders; they’re
willing to accept responsibility
for taking chances.”
Successful women are pas-
sionate about their work. Often
overlooked, passion is a crucial
point for women who want to
make it to the top. “At least in
my experience, I have never
seen a woman CEO who is
always cool, calm, and unemo-
tional, yet still highly efficient,”
says Rivera. “Instead, they are
extroverted, enthusiastic, and
fiercely dedicated. There is no
question that they care deeply
about their companies and their
job performance, and they bring
energy to their work that few
can match. They have the drive
to lead others. Just think about
today’s women CEOs and polit-
ical leaders. If you were to
describe them using three
words, would ‘passionate’ be
continued on page 28
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MANAGEMENT
Leadership’s #1 Sin
Hanging onto the wrong person, in the wrong job, too long.
By Lee Froschheiser
Good business leaders often
say they’ve learned more from
their failures than successes.
These leaders have the confi-
dence to know they can’t be
right all the time and that mis-
takes come with the territory.
For example, they might fail to
communicate effectively or del-
egate properly.  Perhaps they
need to improve at accountabili-
ty or developing their people.
But what’s the biggest sin or
failure of all, which causes harm
to the performance of a compa-
ny, giving leadership the most
grief? Believe it or not, it’s a
people problem. It’s hanging
onto the wrong person, in the
wrong job, for too long.
Ironically, it’s often the
company leader, or manager,
who is the last to understand the
impact of not taking action on a
poor performer.  It’s the employ-
ees, who work alongside the
poor performer who quickly rec-
ognize the dire consequences of
this situation, which breeds neg-
ative employee morale and loss
of productivity. It can also erode
the confidence and effectiveness
of those in charge. On the flip
side, when team leaders are
aware that there’s a performance
problem, many do nothing about
it or take way too long to tackle
the problem. Why?
Let’s start with loyalty.
Loyalty is an important attrib-
ute—companies and managers
encourage and value it.
However, there are times when a
manager crosses “the line” and
perhaps over-identifies with a
particular employee.
When that happens, the
manager often gets too close to
that person. This makes it more
challenging to deal with per-
formance problems because the
manager has valued loyalty over
performance. An example of
this situation occurs is when
managers hire friends and/or rel-
atives. That invisible line
between the manager and the
employee becomes increasingly
difficult to recognize, so the
manager becomes confused.
Consequently, it’s then really
tough to deal with the poorly
performing employee in an
objective, constructive manner.
Next, consider that nobody
likes to be wrong. So when a
manager hires someone who is a
bad fit for a position, letting that
person go becomes a public
admission that he or she made a
mistake. Unfortunately, the fear
of admitting mistakes often
stalls or prevents the termination
process altogether. Perhaps the
manager keeps hoping that this
person will get better, but since
hope is not a strategy for suc-
cess, there’s likely never any
improvement. The situation just
festers, and everyone suffers.
Another reason managers
often don’t do anything about
ousting the poor performer is
they don’t have a back-up plan.
At least I have a warm body in
the job, they think. With no
back-up plan, they believe that
any living, breathing body is
better than no one at all. They
accept mediocrity rather than
take a risk that would enable
them to create the opportunity to
improve their situation. The
solution would be to recruit
proactively, always looking out
for someone who could be a bet-
ter team player.
Dealing with the poor per-
former also comes with the per-
ception that it always results in
conflict. Most people don’t like
conflict, so they avoid situations
that might lead to it. But imple-
menting a good performance
management system, one with
an ongoing methodology to
evaluate performance, elimi-
nates the potential for conflict
by creating an objective process
for communicating to employ-
ees about their strengths and
shortcomings. Many managers
don’t have a good performance
management system in place, so
if they have to deal with the
poor performer, conflict results.
What’s more, without an ongo-
ing methodology to evaluate
performance and give feedback,
employees are often surprised if
they’re suddenly severely repri-
manded or let go. That’s obvi-
ously a conflict-ridden situation,
and one that can be avoided with
a performance management sys-
tem in place.
Most importantly, company
leaders hold onto the wrong per-
son, in the wrong position, for
too long simply because they
lack good performance manage-
ment skills themselves. A good
accountability leader is able to
not only use the established per-
formance system as a tool, but
also create a culture in which
open, honest conversations
about performance can take
place. Strong leaders are candid;
they have no problem address-
ing poor performance, and
embrace the opportunity to
make such conversations pro-
ductive for both the company as
well as the employee. In addi-
tion, they set clear expectations
for their employees, measure
their progress, coach them when
necessary and conduct more for-
mal training as well.
Furthermore, effective leaders
sense when it’s time to draw a
line. For instance, when they
keep hearing a little voice inside
their head saying, “I hope he or
she gets better,” they take that as
a cue that it’s time to ask some
critical questions about that per-
son’s performance and take
immediate, appropriate action.
So when you examine all
these reasons behind why lead-
ers and managers keep the
wrong person in the wrong job
for too long, it’s easy to see why
this is the number-one leader-
ship sin. But the good news is
leaders can easily change the
potential for mistakes by
addressing the problem head-on.
What’s the best way to do this?
Position employees for success
by establishing a proven system
for accountability; properly del-
egating job responsibilities; pro-
viding them with clearly defined
goals; making sure their skills
align with the job and specific
duties; and implementing that
crucial coaching and training.
Since the number-one sin
that managers commit is to hang
on to that wrong person in the
wrong position too long, there’s
a really good chance that you
could be guilty. If that’s the
case, challenge yourself to
uncover the reasons why you
haven’t addressed poor perform-
ers, develop a plan, follow your
company’s performance man-
agement policy, and take action
now.
Be an Accountability
Leader
Key to positioning your
employees for success is your
own ability to hold them
accountable. The following
checklist will get you on your
way to developing your own
leadership skills, which relate
directly to accountability.
• Set clear goals and
establish Vital Factors, the spe-
cific, key indicators of a busi-
ness’ health, for each person on
the team. Communicate what
performance measures you’re
going to use and what your
expectations are in terms of per-
formance. Be specific, and focus
on results, not just activity.
continued on page 39
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N/A = Not Applicable WND - Would not Disclose  na = not available. The information in the above list was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press time. While every effort is made to ensure the
accuracy and thoroughness of the list, omissions and typographical errors sometimes occur. Please send corrections or additions on company letterhead to: The Inland Empire Business Journal, P.O. Box 1979, Rancho Cucamonga, CA 91729-1979. Researched
by  Stone & Youngberg / SNL Securities.  Copyright 2010 by IEBJ.
Largest Credit Unions in the Inland Empire
Ranked by Total Assets
Name of Credit Union Assets $ Capital $ Capital Ratio 2009 YTD Star Rating Key Executive
Address % (mils) Income $ 9/30/2009 Title
City, State, Zip Phone/Fax
E-Mail Address
Schoolsfirst Federal Credit Union 8,294,356,000 775,299,000 10.98 6,113,000 **** Mike Faulwell
1. 1209 University Ave. President
Riverside, CA 92507 (951) 680-1998/787-6699
www.schoolsfirstfcu.org
Altura Credit Union 881,053,000 52,983,000 9.23 -4,550,000 ** Mark Hawkins CEO
2. 2847 Campus Parkway Gerry Agnes President
Riverside, CA 92507 (888) 883-7228
Arrowhead Credit Union 875,696,000 24,816,000 9.03 2,592,000 * na
3. PO BOX 735
San Bernardino, CA 92320 (909) 379-6522/379-6996
www.arrowheadcu.org
USA Federal Credit Uinon 666.705,000 36.860,000 5.520 -8,248,000 * Toni Clark
4. 9999 Willow Creek Rd. CEO
San Diego, CA 92131 (800) 220-1872/(858) 831-8192
services@usafed.org
Visterra Credit Union 387,284,000 18,197,000 8.87 -7,023,000 * Robert Cameron
5. PO BOX 9500 President/CEO
Moreno Valley, CA 92552-9500 (951) 656-4411/697-8024
bcameron@visterracu.org
Alta Vista Credit Union 144,571,000 10,770,000 9.63 -36,000 ** Debra Grisamer
6. P.O. Box 10847 President/CEO
San Bernardino, CA 92403 (909) 382-7900/382-7985
dgrisamer@altavistacu.org
Chaffey Federal Credit Union 100,581,000 8,333,000 8.80 106,000,000 **** Catherine M. Randazzo
7. 410 N. Lemon Ave. President/CEO
Ontario, CA 91764 (909) 986-4552 x222/986-3844
cathyr@chaffey.com
Members’ Own Federal Credit Union 85,259,000 -038,000 -0.040 -5.429,000 * Mendy Daughert
8. 14250 7th St. CEO
Victorville, CA 92395 (760) 245-0401/245-6714
mendyd@membersown.org
Ontario Montclair Schools 82,713,000 7,487,000 10.34 69,000 **** Robert Hamm
Federal Credit Union President/CEO
9. 1520 N. Palmetto Ave. (909) 983-1959/988-5130
Ontario, CA 91762 rhamm@omsefcu.org
United Methodist Federal Credit Union 76,235,000 5,225,000 7.07 159,000 *** Ramon Noperi
10. 5405 E. Arrow Highway, Ste. 104 President/CEO
Montclair, CA 91763 (909) 946-4096/981-7055
memberservices@umfcu.org
La Loma Federal Credit Union 67,982,000 4,046,000 6.39 -58,000 ** Todd Murdoch
11. PO BOX 1097 President/CEO
Loma Linda, CA 92354 (909) 796-0206/796-2233
www.llfcu.org
San Bernardino School Employees Federal 61,840,000 8,362,000 14.59 97,000 ***** Debbie Barrera
12. 2441 N. Sierra Way CEO
San Bernardino, CA 92405 (909) 882-2911/881-4162
Bourns Employees Federal Credit Union 49,237,000 5,666,000 13.07 223,000 **** Elizabeth L. Lipke
13. 1200 Columbia Ave. Manager/CEO
Riverside, CA 92507 (951) 781-5600/781-5452
befcu@bourns.com
Inland Empire Credit Union 40,557,000 4,238,000 11.96 -78,000 **** Rick Hoffman, CPA
14. 435 W. Mission Blvd., Ste. 100 President/CEO
Pomona, CA 91766 (909) 865-2655/469-1095
rhoffman@inlandempirecu.org
Inland Valley Federal Credit Union 40,048,000 2,833,000 9.29 21,000 * Charles J. Papenfus
15. 9389 Cherry Ave. Manager/CEO
Fontana, CA 92334 (909) 822-1810/357-3005
info@ivfcu.org
1st Valley Credit Union 35,823,000 4,213,000 12.31 -16,000 ***** Gregg Stockdale
16. 401 West 2nd St. President/CEO
San Bernardino, CA 92401 (909) 889-0838 ext. 225/889-7973
gregg@1stvalleycu.com
Desert Valleys Credit Union 20,385,000 1,075,000 6.48 39,000 ** Erik Bruen
17. PO BOX 367 CEO
Ridgecrest, CA 93556 (760) 446-3500/446-6904
Rafe Federal Credit Union 17,305,000 1,135,000 10.03 6,000 * Bonnie Wann
18. 6876 Magnolia Ave. CEO
Riverside, CA 92506 (951) 682-1559/682-4252
Fontana Federal Credit Union 10,439,000 1,176,000 11.95 12,000 **** Judy Hodson
19. 17235 Arrow Blvd. Manager
Fontana, CA 92335 (909) 822-4487/822-2035
www.fontanafcuglobal.net
Printing and Publishing Credit Union 7,807,000 323,000 4.130 -311,000 * Heather Jedinak
20. P.O. Box 1505 CEO
Riverside, CA 92502 (951) 781-0981/781-6225
S e i z e d  b y  U . S .  G o v e r n m e n t  i n  J u l y  2 0 1 0
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three years of unemployment bene-
fits at 70 percent of former wages—
plus job retraining and relocation—to
those whose jobs are shipped overseas, as prescribed in the House bill.
Instead, at a glance (which is the way most in Congress ever seem
to examine legislation), this bill appears rather easy to take. Most of its
357 pages are devoted to sections entitled “Oil Spill Response,”
“Reducing Oil Consumption,” “Improving Energy Security,” and
“Protecting the Environment.” There’s even a portion devoted to fur-
ther grill BP via subpoena power. With sugar-coating like this, the 60
votes necessary to pass seem possible.
However, beneath the glaze, there’s a clot of overpowering gov-
ernment spending and social engineering.
For example, electric vehicles are pushed via the bill’s “Promoting
Electric Vehicles Act of 2010.” No surprise here, particularly since the
government has a 61% stake in General Motors and Chevy’s electro-
mobile, the Volt. Besides this Act allowing the feds to spend $25 mil-
lion on new electric cars for their official fleet, there’s an astounding
electric car welfare program. Section 2116 explains that 400,000 such
vehicles will be virtually given away at low cost—or perhaps no
cost—to people living in “selected communities diverse in popula-
tion” and “demographics.”
Additionally, pages 264-265 require that any new construction or
remodel of an existing structure must include the installation of prop-
er hookups for charging an electric vehicle. So even if you have no
intention of owning such a car, adding that extra bedroom will require
you to spend additional money to install battery-charging infrastruc-
ture in your garage.
The bill also heralds the coming of the “Batteries for Tomorrow
Prize.” The first person to build a car battery that runs 500 miles on a
single charge will win a taxpayer-
The New...
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The Victorville Chamber of Commerce
Invites You To Visit
CHINA
THE BUSINESS OF LEARNING
October 18-26, 2010
The Victorville Chamber of Commerce is offering an incredible tour of China
as part of their International Discovery Program.  You can experience China with
other members of the HIgh Desert, everyone is welcome.   Visit Beijing, Hangzhou,
Suzhou and Shanghai and see the World Expo and economic development zones.
You’ll see Tian An Men Square, the Great Wall and Ming Tombs as well as a mul-
titude of other historic and contemporary locations.  
The 9-day All-Inclusive Trip Includes:
• International Round Trip Airfare from LAX
• Complimentary Charter Bus from Victorville to LAX
• Chinese Round Trip Domestic Airfare
• 4 and 5-Star Hotel Accommodations
• Three Full Meals a Day
• Deluxe Bus Tours
• English Speaking Tour Guides
• Fees for all Attractions
• All Applicable taxes throughout trip
For just $1,999 per person
For more information contact us today!
Victorville Chamber of Commerce
(760) 245-6506   |   www.vvchamber.com
funded reward of $10 million.
And there’s bait to entice truck
owners to switch from traditional
petroleum to natural gas. Section 2002 describes federal rebates,
ranging from $8,000 for large pickups to $64,000 for heavy-duty
Class 6 trucks weighing 26,000 pounds, available for those who
install the equipment to make the fuel swap. And government grants
(not loans) of up to $50,000 are available for gas stations to install
natural gas refueling pumps.
And then there is the section of the Senate bill dedicated to the
new federal building code. Originally rolled out in the House’s ener-
gy plan, the code—which supersedes all state and local measures and
is thoroughly detailed in my book, Climategate—now has a name:
“The Home Star Retrofit Act of 2010.” This Act places a hard
squeeze on every property owner to spend thousands of dollars in
environmental compliance upgrades in a time of economic stringency
and falling home prices.
Federal dollars will be paid to those who decrease their energy
usage. With the Smart Meters being installed across the country
(mandated in the 2005 energy law and capable of recording your
energy usage minute by minute), the government will be able to accu-
rately determine your carbon footprint. To entice you to reduce your
footprint, rewards of $3,000 will be given for a 25-percent reduction
in energy consumption, and $1,000 more for each 5-percent reduc-
tion achieved—up to a maximum of $8,000. A similar plan is pro-
posed for water consumption.
Additionally, federal rebates of up to another $8,000 per home are
available for upgrading doors, windows, insulation, roofs, water
heaters, air conditioners, etc.
Even with the government kick-
The New...
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WHO’S WHO IN BANKING
Ernesto Arredondo Jr., Wells Fargo
community banking president for the
Inland Empire market
Ernesto Arredondo Jr. is the
community banking president for
Wells Fargo’s Inland Empire mar-
ket.  He is responsible for 29 stores
in Riverside and San Bernardino
Counties, including those in
Corona, San Bernardino, Riverside,
Yucaipa and Moreno Valley.  Based
in Corona and San Bernardino,
Arredondo oversees more than $1.7
billion in deposits, and a diverse
staff of 622 team members.  
Arredondo, a 12-year financial
services’ veteran, was appointed to
his current position in March 2010.
Prior to his appointment,
Arredondo most recently served as
regional market leader for the
Wachovia Inland Empire West district, overseeing $843 million
in deposits and $20 million in loans.  
An active community member, Arredondo is involved with
several local Inland Empire organizations including Community
Action Partnership of San
Andy Wong, Regional President
Eastern Gateway Community Bank
Wells Fargo & Company
Andy Wong is regional president for Wells Fargo’s Eastern
Gateway Community Bank in the Los Angeles Metro Region.
Wong oversees 48 retail banking stores, 1,000 banking profession-
als and $3.8 billion in deposits in the communities across east San
Gabriel Valley, the Inland Empire, High Desert, and northwestern
San Bernardino County. Under Wong’s leadership, in 2010 alone,
deposits in the Eastern Gateway region
have grown by $105 million.   
As regional president, Wong has
expanded the company’s operations by
opening 14 new banking stores, including
stores in: Apple Valley; North Victorville;
Upland Colonies; Ontario Mills; Highland
and Daycreek and Victoria Gardens in
Rancho Cucamonga.  An additional
“green” LEED-certified banking store is
scheduled to open in Upland later this
year. 
Wong is passionate about the commu-
nities he serves and has been a dedicated
supporter of the Inland Empire.  Last year,
Wells Fargo donated nearly $530,000 in cash grants to nonprofit
organizations and schools.  Local nonprofit recipients included:
Catholic Charities in San Bernardino and Riverside; Claremont
High School; Claremont Museum of Art; Coachella Valley Housing
Coalition; Family YMCA of the Desert in Palm Springs; FIND
Food Bank, Inc. in Palm Springs; Foothill AIDS Project in
Claremont; Foothill Family Shelter
Ernesto Arredondo Jr.
Andy Wong
continued on page 36
continued on page 37
CVB Financial Corp. Chief Financial
Officer Announces Retirement
Chris Myers, president and chief executive officer of Citizens
Business Bank (NASDAQ: CVBF), announced the Dec. 31, 2010
projected retirement of Edward J. Biebrich, Jr., executive vice presi-
dent and chief financial officer for the bank and CVB Financial
Corp., the bank’s holding company.
Biebrich joined the bank in February of 1998 bringing extensive
experience and expertise in banking and finance, as well as the pri-
vate business sector.  Chris Myers adds, “Ed has enjoyed a very suc-
cessful 12-year career with Citizens Business Bank, and has assem-
bled and led a first-rate team of financial accounting and investment
professionals.  He will be missed.”  
Under Biebrich’s financial leadership, the bank has grown from
$1.8 billion to $6.9 billion in assets.  Net earnings have grown from
$24.1 million in 1998 to over $65 million in 2009.
Small Businesses:
Jobs, Healthcare and Taxes
By Roger S. Stinnett CPA, CFP®, CIMA®
Senior Vice President and Manager, Tax & Financial
Planning of City National Bank
To help encourage small business hiring and increase the
number of Americans who have access to health insurance,
Congress earlier this year passed three laws: the Hiring
Incentives to Restore Employment (HIRE) Act, Patient
Protection and Affordable Care Act and the Health Care and
Education Reconciliation Act of 2010.
Business owners, working closely with their tax advisors,
may be able to maximize the available tax credits available
through or mitigate possible tax exposure under those laws. For
example:
• Businesses contemplating hiring temporary, part-time or
full-time employees will want to consider whether those new
hires qualify for payroll tax forgiveness. Generally, qualified
employees must have been unemployed for at least 60 days
before their start date, and must have begun work between Feb.
3, 2010 and Jan. 1, 2011.
• Companies with new hires who qualify for payroll tax for-
giveness also may receive a tax credit if they retain those
employees for 52 weeks. Accelerating new hiring may allow a
business to maximize that credit, which generally would be taken
in the company’s 2011 tax return.
• The HIRE Act’s Section 179 temporarily doubles the tax
deduction for significant capital expenditures. Since that deduc-
tion may significantly lower a business’s taxable income, owners
may wish to consider making those expenditures in 2010.
• Businesses with 25 or fewer employees may benefit from
immediate tax credits of 35 percent of their employee health
insurance premiums. The credit will increase to 50 percent by
2014.
• Beginning after 2013, businesses that do not offer health
care coverage and have more than 50 employees must provide
coverage or they may be penalized. Companies will need to care-
fully evaluate staffing levels and the costs of premiums or penal-
ties or consider outsourcing some functions.
To assure compliance with continued on page 37
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states considered, on a total tax col-
lection basis, California falls in the
middle, the study found. The size of
the proposed oil severance tax, however, would push the tax burden
on oil producers in California well above that in other states, the
study concluded. 
The California
Chamber of Commerce
opposes tax increases
that single out a specif-
ic industry or profes-
sion to shoulder bil-
lions of dollars of per-
manent tax burden.
These industry-specific
taxes kill good jobs and
harm industries unique
to California. 
Tax Hike...
continued from pg. 26
Comparison of oil production taxes in top 10 oil producing states
in December 2008 report of LECG—a global expert services firm.
Compares state and local taxes (property, sales, corporate income
and severance taxes) assessed on a representative company produc-
ing 100,000 barrels of oil a day in each of the nation’s top 10 oil pro-
ducing states. The price of oil is assumed to be $58/barrel.
Data sources: U.S. Energy Information Administration, U.S.
Census Bureau, State Governments (Alaska, California, Colorado,
Kansas, Louisiana, New Mexico, Oklahoma, Texas, Utah, Wyoming),
Council of Petroleum Accountants Societies, Federation of Tax
Administrators.
Date:
August 11, 2010
Time:
Check-In / Networking starts at 11:30 a.m.
Lunch Served at 12:00 p.m.
Location:
Mavericks Stadium Conference Room
12000 Stadium Way, Adelanto CA 92301
Speaker:
Donnitta Karres
R.S.V.P $14.00 / No R.S.V.P. $17.00
Please e-mail the office@adelantochamber.com
to make your reservation or call 760-246-5711.
Adelanto Chamber of Commerce
backs, if you're still unable to afford
all of the upgrades, Section 3015
declares that Fannie Mae will be the
official lender to provide you with a “Home Star Efficiency Loan.”
This means taxpayer sponsored Fannie will be taking on even more
debt.
As one who has written extensively about the ideological machi-
nations of the environmental movement and its leaders, I can tell you
that this Senate bill is everything they wished could have been
packed into the original House proposal.
ABOUT THE AUTHOR: For more than 20 years Brian Sussman
served as the Bay Area’s most celebrated television science reporter
and meteorologist, having earned honors from The Associated Press,
the Radio-Television News Directors Association, the National
Education Association, and the National Academy of Television Arts
and Sciences.  He’s now the new morning man at KSFO (560 AM) the
highest rated talk show in the San Francisco Bay Area and the fourth
largest radio market in the country.   Sussman is also well known for
founding Brian’s Kids, an adoption advocacy organization that uti-
lized the Bay Area television airwaves to introduce the public to fos-
ter children awaiting adoption. 
In 2001, Brian shocked the television community by daring to
leave for a career in conservative talk radio joining the line-up on
San Francisco's KSFO-AM.  Right Thinking from the Left Coast—a
steady source of irritation to the Bay Area’s liberal establishment.
To learn more, visit http://www.americanthinker.com/2010/08/-
poison_pill_the_new_senate ene.html
The New...
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And it will make your return a lot
easier as well.”
Update clients once a week. 
During the summer, you and your employees aren’t the only
ones who are traveling or just MIA; your clients likely will be too.
Knowing they aren’t as available as usual, you might allow your-
self to slip into less frequent communication with them. Don’t.
“Make yourself provide your clients with an update on what’s
going on with their accounts at least once a week,” says Hall.
“Doing so is a great way to stay ruthlessly focused on providing
them the best service and making sure you are on track to meet
your clients’ goals. Providing updates will push you to pay close
attention to each of your clients. It forces you to keep the ball
moving, constantly thinking about what step should come next,
what goal should be reached next, and what you can do to
improve your overall service.”
Leverage the freedom of summer to generate fresh ideas.
Summertime is just more fun than any other time of the year.
It brings out people’s “inner child” and sparks creative ideas.
That’s why summer is a great time to focus on developing fresh
ideas at your organization. One way to get people’s creative juices
flowing is to hold an organization-wide contest.
“Ask everyone to submit their bright idea for the company and
a plan for implementation,” suggests Hall. “To motivate them to
give you their best effort, offer the winner an extra day of vaca-
tion or a Friday off. Another way to inspire people is to hold a
brainstorming lunch with your staff once a month or so. Ask them
to each bring at least one idea, whether it be a way to help a client,
a way to save money, or a way to improve the business as a whole.
“Finally, get outdoors from time to time,” he adds. “Take
everyone to the local park one day. Encourage them to use the
time outside the office to brainstorm ways to improve the busi-
ness or tackle a problem that has been giving them trouble. Not
only will people get to spend some fun time together enjoying the
summer weather, they’ll have a chance to clear their heads and do
some great brainstorming.”
Look for ways to keep people refreshed. 
Staying focused shouldn’t be about drudgery. People need a
bit of fun and levity to prevent boredom and burnout. That’s why
Hall suggests you look for ways to infuse the spirit of summer
into your organization. Let your employees enjoy the things that
make summer great without ever leaving the office. Provide fresh
flowers for everyone’s desks. Serve up a pitcher of ice-cold
lemonade. Relax the dress code (at least one day a week). Pipe
beach music throughout the office. The possibilities are endless.
“Do whatever you can to make work more summer-y,” says
Hall. “It will create a nice escape from the status quo that will
refresh you and your employees and help everyone refocus on the
work at hand while still getting to enjoy the spirit of summer.”
“It may sound like a great idea to check out for the summer
and just pick things back up in September,” says Hall. “But in
doing so, you leave a lot of great opportunities on the table. You
don’t have to be at the office 24/7. You can still enjoy the season,
and you should. The key is to maintain a ruthless focus when you
are working to keep pushing your business forward and to encour-
age your employees to do the same. Then, at the end of the sum-
mer, you and your employees can all celebrate a job well done.”
For more information, please visit www.ruthlessfocus.com.
Stopping...
continued from pg. 12
consideration.  With the economy
still in a fragile state, many cus-
tomers are looking for cost-cutting
measures in their supply chains.  Aspen and their partners found that
operating a facility in Redlands would reduce unnecessary variables
that are driving customer costs.  The facility’s proximity to Los
Angeles, Orange, and San Diego Counties make it a perfect access
point.  High real estate costs and traffic congestion were contributors
to the analysis. The study painted a picture of the continuing trend in
Southern California logistics to move DC’s and warehousing facili-
ties to outlying areas.
The new warehouse is approximately 468,000 square feet of
ambient temperature space adding to Aspen’s current operational
warehousing space of 3 million square feet.  The building was built
in 2005. Operations are planned to run 24 hours a day, Monday thru
Friday, which is subject to change. The facility is located at 1901
California Street in Redlands.  Aspen’s Montebello facility is current-
ly fielding calls regarding the facility and can be contacted at (323)
727-8000.
Aspen Logistics Inc. is a top 100 third party logistics firm who
has been in business for over 30 years and operates approximately 3
million square feet of modern refrigerated and ambient warehouse
facilities along with their own fleet of trucks. Aspen specializes in a
variety of value-added services, including co-packing, pick pack,
just-in-time inventory management and time sensitive custom deliv-
eries.  Aspen is a specialist in the retail and healthcare supply chain
and understanding the details involved with shipping to major retail-
ers and grocery chains has been a key to its successes.
Aspen Logistics...
continued from pg. 1
noted that Lehman Brothers is also
in bankruptcy and both bankruptcy
courts would have to approve the
plan.  The plan also calls for the need for all other secured creditors
to accept the new secured mortgaged notes in amounts equal to the
present value of the properties being used as collateral, which may be
less than the original notes.  
It should be noted that Innkeepers U.S.A. Trust is owned by
Apollo Investment Corporation.  Apollo Investment is managed by
Apollo Global Management LLC which bought the company in June
2007 for more than $1.5 billion—just prior to the bust in hotel prices.
Innkeepers has also received a $50.7 million dollar loan from Five
Mile Capital Partners LLC to fund operations while in bankruptcy,
and a $17 million loan from Lehman to be used to improve some of
the properties.  Innkeepers purchased the 309-room Hilton Ontario
Airport in July 2006 as part of a four hotel acquisition from RLJ
Urban Lodging Fund LP of Bethesda, MD at an average price of
$231,000 per room.  The Ontario Residence Inn by Marriott is also a
part of this bankruptcy.  
The courts should approve, modify or reject the reorganization
plan in 45-60 days. Stay tuned and we will keep you posted.  Should
the courts give approval, then the results—positive or negative—
should be known pretty fast.
The Ontario Airport Marriott, which was given back to the mort-
gage holder by its then owner, has been “bank-owned” and managed
by a hotel management company and is rumored to have been sold.
This could be good news to the community and offer a confidence
level to event planners seeking a financial secure venue.  I.E.B.J
sources say the new owners are those of the Ontario Holiday Inn.
More news on this escrow and coverage of events next month. We
will also present to you next month a few options which could pro-
tect your pre-event payments.
To read the entire Innkeepers Bankruptcy Filing go to:
http://omnimgt.com/CMSVol/CMSDocs/pub_40589/182026_first-
daydeclaration.pdf
Many Hotels...
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“We speak Nerd, so you don’t have to”
By Ray Salem, Ace eMarketing
According to research conducted by the Direct Marketing
Association, e-mail marketing generated an ROI of $43.62 for
every dollar spent on it in 2009. The expected figure for 2010 is
$42.08.  As such, it outperforms all the other direct marketing chan-
nels examined.
Most of marketers said that search engine optimization (SEO)
was the best method for generating conversions online.
The next-most-effective conversion tactic for smaller marketers
was e-mail and e-newsletters, followed by pay-per-click and search
ads, behavioral targeting and page sponsorships.
Why Direct E-mail Marketing? Five Great Reasons—
1. It’s Inexpensive
2. It’s Effective
3. It’s Immediate
4. It’s Measurable
5. It’s Easy
TIPS for E-mail Marketing include:
• Build a Clean Targeted Mailing List. Federal Trade
Commission’s recent law enforcement actions against deceptive
commercial e-mail and spammers’ responsibilities under the CAN-
SPAM law.  We recommend a permission based e-mail list.
• The “Seven Dirty Words” to avoid in e-mail marketing, 
• “As Seen On Oprah”
• “100% Free”
• “50% Off”
• “Dear Friend”
• “Don’t Delete”
• “Information You Requested”
• Any words related to medical care, sex, pornography and
debt should be avoided.
(These words would cause the message to have a higher chance
of being blocked by a content-based spam filter.)
• When to E-mail?
If you’re mailing to business recipients it’s best to send e-mail
Tuesday thru Thursday, between 9:30 a.m. and 3 p.m. Studies found
that Mondays are generally reserved for meetings, organizing, and
catching up on all the tasks left over from the week prior, and e-
mails sent Friday afternoons are often ignored or show up at the
bottom of the list when downloaded on Monday morning.
• Put important links multiple times
When you have a link that you want your readers to see, don’t
just put it once. Put it down two or more times, depending on the
length of your message—at least near the beginning and end. By
doing this, your readers will see the link and have more motivation
to visit it.  This has been tested multiple times and has been shown
to increase link visitation frequency from e-mail messages.
Whether this is for a sale you’re running or for a page with valuable
information, it will help increase the click-through rate from your
message.
For more tips please visit our Website www.AceMarketing.org
Complimentary consultation, call Ray Salem @ 909-890-6308. 
Navigating Through the Confusing Wage and
Hour Laws in California
FREE WORKSHOP
August 11, 2011
10:00 am - 12:00 pm
City of Ontario Main Library
215 East "C" Street
Ontario, CA 91764
We understand your confusion and frustration and we're here to
help! This workshop will guide you through the compliance jungle
and give you direction. We're here to answer such questions as:
• What are the laws concerning contractors versus employees?
• What are common mistakes?
• What are the latest rulings?
• What are opinion letters?
• What does the labor commissioner do?
• What is the difference between exempt versus non-exempt
employees?
SPACE IS LIMITED, REGISTER NOW!
To enroll or get more information, please contact San Bernardino
County Business Service Specialist Jenny De La Mora at
jdelamora@wdd.sbcounty.gov or (909) 383.9938
Tax Hike Would Make California Oil
Tax Burden Highest in Nation
California oil producers would pay significantly more tax than in
other major oil producing states if California adopts a proposed 9.9
percent oil severance tax, according to a study by LECG, a global
expert services and consulting firm.
If enacted, this proposed new tax on oil production in our state
ultimately will make California oil more expensive than that pro-
duced in foreign countries and will harm the state’s competitiveness.
It won’t change the amount of oil used in California, but will result
in the loss of high quality jobs in the industry, increased imports to
the state and increased prices at the pump. 
The proposed 9.9 percent oil severance tax would be more than
50 percent higher in California than the rates imposed by the other
nine states analyzed, the study found. Therefore, if the proposed oil
severance tax is enacted, California would become the state with the
heaviest tax burden on oil producers, the study concluded.
The LECG study, “Comparison of Oil Tax Burden in the Ten
Largest Oil-Producing States,” gives readers a sense of how oil com-
panies are taxed in California relative to their counterparts in other
states by comparing the total tax burdens the 10 major producing
states impose.
Oil companies generally pay the same taxes as other corpora-
tions, as well as production taxes levied on the values of oil extract-
ed from the ground. Each oil-producing state has adopted a different
strategy for taxing the industry. Some emphasize severance taxes on
the values of current production, while others rely more on property
taxes or corporate income taxes. Revenues from each of these taxes
will increase to some degree when oil process rise, but some taxes are
more responsive than others.
Given that the sales tax and corporate income tax rates in
California are the highest of the continued on page 24
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INLAND EMPIRE People and Events
The Desert Friends of the Developmentally
Disabled had a day of Games fund-raiser at the Agua
Caliente Casino Resort and Spa.
Donations helped keep the facility open and to hire
more staff. It was a successful event filled with
games—Roberta Linn, an author and entertainer, made
a special appearance.
For more information about The Desert Friends of
the Developmentally Disabled visit www.dfddnow.org.
A Thousand Palms shelter “SafeHouse of the
Desert” for at-risk youths received a $354,937 grant
that puts it closer to having enough money for a 15-unit
expansion project benefiting an older clientele. The
entire project costs about $2.5 million, and officials
have so far raised about $2 million.
SafeHouse of the Desert will use the money on six
650-square-foot permanent housing units for homeless
people with physical or mental disabilities.
Nine transitional units also are planned for people
ages 18 to 24 who need job training, counseling and
temporary housing for up to two years.
For more information about SafeHouse of the
Desert visit www.operationsafehouse.org/desert-safe-
house.
A ribbon cutting to celebrate the grand opening of
Splash Pad at Alma Hofman Park.
The event also included festive summer music and
and hot dog lunches for the kids (cooked by members
of the Montclair Fire Fighters Association).
For more information about Splash Pad call (909)
625-9479.
The Desert Hot Springs Elks Lodge held its annual awards dinner.
Dick Conrad, chairman of the board of trustees, was named “Officer of the Year,” and Wanda Grant picked up
“Elk of the Year.” City Manager Rick Daniels and Mayor Yvonne Parks both picked up certificates of appreciation
for their work, and Councilwoman Jan Pye was named “Citizen of the Year.”
The chapter also gave $500 to the Boys & Girls Club and $1,000 to the All-American Junior Football league, and,
student Brianna Burger was given a $500 college scholarship.
For more information about Desert Hot Springs Elks Lodge visit www.elks.org.
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one of them? I would wager that
at least nine out of 10 times, it
would. If you don’t have a pas-
sion for what you are doing that
can push you through the tough
times, it will be very difficult for
you to reach your full potential.”
Successful women know
when to say no. Women often
feel that they need to do more
than men to get ahead. And usu-
ally, doing more translates into
saying yes to all requests and
assignments, no matter how
unfair they might be. But suc-
cessful women know that setting
and keeping their boundaries
will have many more long-term
benefits for them than doing
every little project or task they
are asked to do.
“All of that said, most
women feel guilty when they
say no,” says Rivera. “When I
interviewed women who work
in male-oriented companies,
they said the major cause of
work unhappiness was their
inability to say no. What is high-
ly stressful for many women is
feeling like they have to do
everything asked of them; that
they can’t delegate or create
boundaries. It makes them feel
like peons, and that’s not a good
feeling.
“To get comfortable with
saying no, practice! It might
sound silly, but rehearsing say-
ing no in front of a mirror, visu-
alizing saying no to a specific
request from a specific person,
and even enlisting friends to role
play scenarios can make a dif-
ference. What you’re really
doing is convincing yourself
that you can draw a line in the
sand between appropriate
requests and inappropriate
requests and still survive the
experience.”
Successful women know
how to provide strong support to
their leaders. A major factor for
successful women is knowing
when to contribute versus when
to take the backseat. Successful
women can read their leaders.
They can intuit when their
Shattering...
continued from pg. 18
continued on page 31
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continued from page 10 Market may have
bottomed
Colliers International’s
quarterly report on commercial
real estate in the Inland counties
suggests a bottom. The vacancy
rate for San Bernardino and
Riverside counties got a little
worse, but not much worse, in
the second quarter. It declined
from 24.5 percent in the first
quarter to 24.7 percent.
The biggest increase in
vacancies was in San
Bernardino, but the prime prop-
erties in the Ontario submarket
saw vacancies drop from 34.5
percent to 31.2 percent. 
Rents continue to be a bar-
gain for the office user.
Landlords are forced to take less
to get space leased, and that is a
trend that may continue for a
while.
year — and that definition con-
tinues to be used to this day.
That makes absolutely no sense.
If they’re out of work for a year,
they’re discouraged. But as soon
as they’re out of work for a year
and one day, it’s suddenly
assumed they’re happily going
about their life?!
Thus, precisely when econo-
mists now recognize that one of
the biggest challenges of this
Great Recession is long-term
unemployment...the Obama
administration, both parties in
Congress, and all U.S. govern-
ment agencies continue to
exclude the longest term unem-
ployed from every single one of
their unemployment statistics.
This could go down in his-
tory as one of the greatest
deceptions about the true state
of U.S. labor markets. And
according to John Williams of
Shadow Government Statistics,
it’s big:
When you add these long-
term discouraged workers back
into the jobless count, you find
that the real unemployment rate
in the U.S. is actually 21.6 per-
Four Shocking...
continued from pg. 15
continued on page 32
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Proactive Packaging and Gary Hartog of Ontario
Sustainable packaging is
beginning to get attention.
Reduction of VOCs and waste
are the first rungs of sustainabil-
ity in packaging— but reduced
paper use, less chemicals, and
quality air and working condi-
tions follow close on the heels
of packaging companies trying
to green their operations and
their products. It’s hard to find
providers of sustainable or
green(er) packaging. Here is a
source for you to check out,
especially if you produce or
package organic products.
Sustainable packaging
means the development and use
of packaging that results in
improved patterns of resource
use aimed at meeting business
needs while preserving the natu-
ral environment. It involves
proper package design, material
choices, and the processing and
disposal of boxes, containers,
cartons and displays.
Proactive Packaging &
Display, the word “sustainabili-
ty” means growth. In August,
the company expanded its
California presence by opening
a new 300,000-sq-ft facility in
Stockton, located about 80 miles
northeast of San Francisco.
Gary Hartog, Proactive
Packaging founder and owner, is
what some might call a vision-
ary, frequently embracing new
or prospective markets with zeal
and passion. Hartog pushes the
envelope when it comes to
direct print on corrugated, litho
laminating, preprint, dig-
ital printing, and most
recently, offset lithogra-
phy. The Ontario plant is
a best-in-class flexo-
graphic corrugated print-
er, printing up to 200 line
screen.
With the addition of
the Drent Goebel press,
Proactive has added yet another
“healthy choice” to its product
list—corrugated litho preprint.
“We believe we have to be
our brother’s keeper.” The
Stockton operation is a sustain-
able sound plant, designed to
provide the best alternatives in
the marketplace.”
The new capabilities repre-
sent a $30 million investment,
$20 million of which is equip-
ment, geared to offer environ-
mentally friendly paper-based
products.   “If I were a salesman
working for this company, I
would be calling on the health-
care products and organic foods
companies because we offer the
only real sustainable choice,” he
adds. They’ve developed an
acronym for their approach:
SPACE, which stands for
Sustainable Packaging
Accentuates Clean
Environments.  Sustainability
means more than making a box.
It means transporting the box,
and making sure you’re not
spending a lot of money on fuel
to get the box from one place to
another,” Costa says.
The Stockton plant produces
finished corrugated sheets for
the flexo business in Ontario
and is a full-service corrugated,
lithographic, single-face lami-
nating and folding carton facili-
ty.
The facility also installed a
Drent Goebel inline nine-color
litho web press, featuring vari-
able sleeve offset printing and
Electron Beam (EB) curing.
“This [press] takes us into a
market that we haven’t had
before and that is folding car-
ton,” Hartog says. “This
machine will go from 30-pt all
the way down to 3-pt, which
we’re not going to do, but prob-
ably 6-pt.” The press is the first
of its kind in the paper business.
Features include a camera scan
for 100% defect detection, low-
ering waste; roll to roll printing;
shorter runs; no heat or light ink
curing; an FDA compliant coat-
ing process for direct food con-
tact; VOC free inks; and a non
UV high gloss coating.
Marketing Manager Clive
Costa says the word “sustain-
ability” has a certain magic.
“You mention it and [customers]
prop up and lean forward. It has
opened up a whole different way
of selling for us.” Earlier this
year Proactive secured the very
last booth at Wal-Mart’s
Sustainable Packaging Expo in
Bentonville, Ark.  Wal-Mart
continues to shout its mandate,
and consumer products compa-
nies obediently listen and act.
There were 150 packaging ven-
dors showcasing their sustain-
able characteristics to 4000 Wal-
Mart vendors. “What we found
was we’re the most sustainable
packaging supplier in the United
States today,” Hartog says.
Regional Facilities Matter
for Sustainability
Tied to his commitment to
offer the most sustainable prod-
uct, Hartog is pursuing what he
calls his “National Vision—The
retooling of America.” The plan
calls for identical box plants in
various regions of the country.
“When you look at the National
Vision and what Wal-Mart says
about sustainability, you want to
get close to where you’re ship-
ping,” Costa says. 
The Ontario and Stockton
plants serve the West Coast.
Hartog wants exact duplicates of
those two plants combined in
order to deliver everything they
offer.
To measure social impacts,
Wal-Mart assesses sustainability
in four categories: energy and
greenhouse gas emissions, natu-
ral resources, “people and com-
munities” and materials.  Wal-
Mart suppliers are required to
calculate the full environmental
costs of making their products.
Wal-Mart then
translates that
information into
a label that will
appear along
with the price of
the product and
other consumer
information. The
idea is to let con-
sumers make
more informed
(and green)
choices about the products they
purchase.  
Founded in 1994, Proactive
Packaging & Display, Inc. was
originally a broker business.
Disappointed with the quality of
product on the market, Hartog
decided to turn Proactive into a
label, single-face laminator and
preprint converter.
Short Run Packaging is
Green(er)
Proactive welcomes short
runs! Why? Because their
biggest, fastest press allows
them to set-up—on-press—for
the next two jobs while the cur-
rent job is still running. Make-
ready happens in minutes.
Turnaround on short runs is fast.
Warehousing becomes unneces-
sary. That reduces waste, and
reduced waste reduces impact
on the environment...and your
budget.
Proactive Packaging &
Display is located at 602 South
Rockefeller Ave., Ontario, CA
91761-8191; Ph: (909) 390-
5624; Fax: (909) 605-2950
Web: www.proactivepkg.com. 
PNC Proactive Northern
Container, LLC manufactures
and markets printed corrugated
boxes. The company was found-
ed in 2006 and is located at
4343 E Fremont St., Stockton,
Calif. 95215-4032. Ph: (209)
546-0111.
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immediate boss, manager, or com-
pany CEO wants them to contribute
a slew of ideas and when he just
needs some strong support. And nine times out of ten the best way to
provide that support is to listen first, speak second. That’s because
people who feel they are being listened to—especially leaders—will
respect the listener.
“In my book I relay the story of Tia, a new hire fresh out of grad-
uate school at an engineering firm,” says Rivera. “She had been with
the firm a few months when she was asked to attend a brainstorming
session. The firm owner had called the meeting to solicit ideas for
improving work flow. But the owner’s true motive was that he want-
ed to propose his own solution and obtain feedback on its viability.
During the meeting, the owner offered his idea. Immediately, every-
one had a lot to say about it, including offering their own ideas.
“Tia, though, didn’t say a thing. She kept her eyes trained on the
owner, responded with nods or shakes of her head and scribbled notes
on a legal pad. At the end of the meeting, the owner told the group
that he felt that most of them had completely missed the point. Then
he turned to Tia and said, ‘I suspect she’s the only one who really gets
what I’m suggesting we do.’ Now, I’m not telling you to always be
silent. Instead, I relate this story because it illustrates the power of
knowing when it’s your support, not your opinions, that is needed.”
Successful women know when to ask for help. Confident women
realize that asking for help does not mean they are incompetent.
Asking colleagues for help engages them and allows them the chance
to feel valued. “At the end of the day, you simply can’t do it all,” says
Rivera. “If you want to earn the respect of your colleagues, approach
every task with the mindset of a learner. This means that you’re open
to new ideas and that you’re not afraid to say, ‘I don’t know’ when
you’re venturing into new territory. And if you are a leader, remem-
ber that people love it when ‘higher-ups’ ask them for assistance—it
suggests they value what others know. More than that, it communi-
cates that they’re not too proud to ask for help.”
Successful women put the “pro” in professional. When given an
alternative project—even when it is something they may not neces-
sarily have wanted—successful women always handle it like a pro.
Doing so shows the people in their organizations that not only are
they team players, but they can also change horses mid-stream and
still do an excellent job.
“Always handle yourself with class and dignity,” adds Rivera.
“And remember that doing a great job on those projects that you may
not be all that passionate about will eventually lead to your getting to
do what you truly want to do.”
Successful women build effective teams rather than seek the
limelight. Women have a naturally participatory style. We tend to lis-
ten to ideas and acknowledge our colleagues. We also have the abili-
ty to “read” people’s styles, which helps us put the right people
together. Rather than try to become the superstar or take all of the
credit for achievements that required a group effort, successful
women put their teams on a pedestal and never miss an opportunity
to applaud their achievements.
“People have tremendous respect for anyone who puts others
first,” says Rivera. “And team-building is a great way to do that. Men
are often excellent individual performers, but they aren’t always
adept at getting the same high-level performance out of a group. In
fact, many male-oriented companies are characterized by a superstar
performer and sub-par teams. Use team-building skills to demon-
strate how you can deliver superior results. At a time when more and
more organizations are depending on teams to get work done, this is
a crucial performance skill.”
Successful women have a “thick” skin. Take pride in your abili-
ties and understand that while stand-
Shattering...
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continued on page 33
buy, Cels Enterprises, a shoe sales
company, purchased a 264.7k
square foot industrial building at
1251 S. Rockefeller Avenue, north of Jurupa Street and just west of
I-15. The property was sold by Arrow Electronics for $10.7 mil
($40/sf).
Cels plans to use the acquisition to expand and relocate from their
current 120k square foot facility, also in Ontario. The company was
able to take advantage of SBA financing that qualified them for extra
loan value based on energy efficiency upgrades from their previous
building.
CB Richard Ellis’ Walt Chenoweth, Frank Geraci, Juan Gutierrez
and Patrick Wood of the Ontario office and Will Golden of the New
York office represented the seller in the transaction.
“At this point in the market cycle, we’re seeing more companies
buying instead of leasing to take advantage of values created in the
recent recession,” said Chenoweth. Illustrating this trend is the fact
that Chenoweth and his team have completed five users sales already
in 2010 totaling more than 850k square feet.
Sandie Smith and Angie Nett Join Grubb & Ellis
Sandie B. Smith and Angie Nett have joined Grubb & Ellis
Company as senior vice president and senior associate, Retail Group,
respectively. The team, which specializes in leasing and sales, joins
from CB Richard Ellis.
As a team, Smith and Nett have been involved in transactions val-
ued at approximately $750 million, including more than 1.3m square
feet  in retail leasing and 738k square feet in retail sales over the past
10 years. The team’s past and present clients include Chevron, AT&T
Mobility, Baja Fresh, Chipotle, McDonald’s, Panera Bread, Wendy’s,
Lewis Retail, Cahan Properties, The Ayres Group, Wal-Mart, Rite
Aid, Wells Fargo, Allstate and Starbuck’s.
Smith joins Grubb & Ellis following 19 years with the Ontario
and Riverside offices of CB Richard Ellis, most recently as a first
vice president specializing in retail real estate, where she consistent-
ly ranked as one of the firm’s top retail producers. She was one of the
original founders of Coldwell Banker Commercial Real Estate’s
Riverside office.
Prior to joining Grubb & Ellis, Nett was an associate at CB
Richard Ellis. She joined the firm in 1991 and served in a marketing
capacity prior to starting her career in brokerage.
Ontario Office Deals Ring Up to Over $10 Million
A pair of recent office leases in
Real Estate...
continued from pg. 14
continued on page 33
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cent!
FOURTH, Bernanke failed
to point out that all this is hap-
pening despite ...the biggest
government interventions of
ALL TIME!
The full scope of the govern-
ment’s interventions is now offi-
cial:
In its July 21 Quarterly
Report to Congress, the special
inspector general for the
Troubled Asset Relief Program
(SIGTARP) tabulates the gov-
ernment’s bailouts, stimulus
programs, and money printing
escapades since the debt crisis
struck in 2007, as follows:
Incremental Financial
System Support according to
SIGTARP, at mid-year 2010,
• The Fed has pumped in
$1.7 trillion through its massive
purchases of mortgage bonds,
Treasury bonds, and agency
bonds.
• The FDIC has thrown
another $300 billion into the
pot, shutting down over 100
banks so far this year. 
• The Treasury has
pumped in a net of $300 billion
in TARP money (even after pay-
backs), plus another $500 bil-
lion in money outside of the
TARP program.
• Plus, several other gov-
ernment agencies have chipped
in another $800 billion.
These official numbers are
actually LARGER than we were
estimating. We had the total
pegged at $3.5 trillion (not bil-
lion), including the 2009 stimu-
lus package.
SIGTARP has it at $3.7 tril-
lion, excluding the stimulus but
including a myriad other rescue
programs — by the Federal
Housing Finance Agency
(FHFA), the National Credit
Union Administration (NCUA),
the Government National
Mortgage Association (GNMA),
the Federal Housing
Administration (FHA), and the
Veterans Affair (VA).  But no
matter how you count it, some
outstanding facts are absolutely
self-evident:
FACT: The enormous mag-
nitude of the government’s
intervention FAR surpasses any-
thing ever witnessed in the his-
tory of humankind.
FACT: It’s not working!
Housing is still collapsed. Long-
term unemployment is the worst
ever recorded. And the recovery,
already anemic, is aborting pre-
maturely.
FACT: Most important, it’s
winding down! Through mid-
2009, the government interven-
tion programs tabulated by SIG-
TARP were being ramped up at
a furious pace — a total of $3
trillion overall.
So over the 12-month period
from mid-2008 through mid-
2009, we estimate they were
running at the average monthly
pace of about $160 billion.
But since mid-2009, they
have been far slower, running at
an average monthly pace of only
$58 billion, or just one-third the
prior level. And right now, the
pace of new funds injected into
the economy through these gov-
ernment rescues are merely a
trickle compared to their earlier
Four Shocking...
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Ontario combined for over $10 mil-
lion in total value. The transactions,
with University of Phoenix and
Defense Contract Management Agency (DCMA), took place at the
100k square foot University Plaza, located at 3110 E. Guasti Road.
University Plaza is owned by The Hileman Company and is one
of three Class A office buildings that make up Waterside Center. The
development is located adjacent to I-10 near the Ontario International
Airport on Guasti Road and Haven Avenue in Ontario's Centrelake
Development.
In the larger of the two deals, University of Phoenix signed a five
and-a-half year lease extension that will keep the Ontario Learning
Center, which occupies 50k square feet, at the building through 2017.
The University of Phoenix's Ontario Learning Center was one of the
original tenants of the five-story building, which was built in 2004.
The lease extension is valued at approximately $7.6 mil
($2.30/sf/mo). The Hileman Company represented itself, while
Harlan Lindholm of Apollo Development Corporation repped the
tenant in the deal.
In a separate transaction, Defense Contract Management Agency
(DCMA) has signed a 10-year lease for 11.5k square feet to house the
Ontario office of its Aeronautical Systems Division in a deal valued
at $2.6 million ($1.88/sf/mo). GSA, Taylor Ing, Michael Day, and
Drew Sanden of CBRE represented both sides in the transaction.
The DCMA is the Department of Defense component that works
directly with Defense suppliers to help ensure that the DoD, federal
and allied government supplies and services are delivered on time
and at project cost. The DCMA has more than 9,000 civilian employ-
ees and 562 military personnel in 42 offices throughout the United
States with active contracts worth more than $1 trillion.
University Plaza, which is now 75 percent leased, is part of a 16-
acre master-planned office campus acquired in 2007 by The Hileman
Company in joint venture with Pacific Coast Capital Partners. The
Hileman Company LLC is a real estate development and construction
management company located in Los Angeles and a member of
OntarioHQ, a newly formed alliance of competing office landlords
working together to attract new businesses to the City of Ontario.
Fontana’s Rock Honda Breaks Ground on New $12 Million
Dealership
Rock Honda today announced the groundbreaking of its 60,000-
square- foot, state-of-the-art Honda dealership on South Highland
Boulevard in Fontana. Spanning across 10 acres of the new city-
developed Auto Centre, the dealer- continued on page 39
ing up for yourself and being deci-
sive and authoritative may be
viewed by some negatively, most
people will view it as being competent and self-confident.
“The sad fact is that there are going to be certain men that you can
never win over,” says Rivera. “Maybe they think they are better than
women or are intimidated by having to work with women.
Regardless, they won’t be afraid to show their distaste for you. When
this happens you absolutely must keep pushing bravely forward.
Don’t let them shake you. Recognize that you have the right and
responsibility to do your job and do it well. Be assertive when neces-
sary and always stand up for yourself and what you believe in.”
Successful women don’t use being a woman as an excuse for not
succeeding. For some women it can be all too easy to resort to an I-
can’t-get-ahead-because-I-am-a-woman mentality when things aren’t
going their way. However, successful women understand that that
excuse is unfair and self-defeating. They understand that the
strengths and qualities that they bring to the job are uniquely their
own and complementary to the qualities of their colleagues.
“Women in male-dominated businesses often become upset
because they aren’t as decisive as the guy who previously held their
job or they aren’t seen as a charismatic father figure like the compa-
ny’s male CEO,” says Rivera. “One thing women learn quickly when
working with a bunch of guys is that men and women are like apples
and oranges: Comparisons are unfair. By accepting the gender differ-
ences and focusing on doing the best you can do, you increase the
odds you’ll excel.”
Successful women know how to earn the respect of their male
peers. These women understand that there is no better way to earn
respect or faster way to grow than to tackle a project that stretches
them to their limits. Even if they fail, they understand that they
always learn from their mistakes.
“Performance trumps bias,” says Rivera. “In other words, man-
agement may be prejudiced against promoting women into top posi-
tions, for instance, but they ignore their own prejudices when some-
one demonstrates outstanding performance. Let’s say you handle a
challenging task well, achieving a significant goal. In response, male
colleagues who seemed to view you negatively, or at least question-
ingly, become much more willing to accept you, and bosses are more
willing to promote you. Companies dominated by men tend to have
plenty of these challenging projects, in large part because of their
aggressive, risk-taking cultures. And remember, while these tough
projects can feel onerous at times, they are crucibles for developing
strong leaders.” continued on page 39
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• Who’s Who in Building Development
October
• Lawyers/Accountants-Who’s Who • Telecommunications • Internet Services
• HMO/PPO Enrollment Guide • Office Technology/Computers • Long Distance/Interconnect Firms
• Economic Development Temecula Valley • International Trade • Copiers/Fax/Business Equipment
• Financial Institutions (2nd Quarter, ‘10) • Holiday Party Planning • Private Aviation
November
• Retail Sales • Human Resources Guide • Commercial R.E. Development Projects
• Industrial Real Estate • Executive Gifts • Commercial R.E. Brokers
• Commercial R.E./Office Parks • Building and Development • Fastest Growing I.E. Companies
• Educational Services Directory • New Communities • Mortgage Companies
• Title Companies
December
• Financial Institutions (3rd Quarter, ’10) • Health Care • 2011 “Book of Lists”
• Top Ten Southern California Resorts • Professional Services Directory • Business Brokerage Firms
• Temporary Placement Agencies
EDITORIAL FOCUS SUPPLEMENTS LISTS
2010 EDITORIAL SCHEDULE
Shattering...
continued from pg. 31
Real Estate...
continued from pg. 31
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CORPORATE PROFILE
“REHABILITATING” THE IMAGE OF ACUTE-HOSPITAL BASED
REHABILITATION
Dr. Felice L. Loverso
Completes Turnaround of
Casa Colina Centers for
Rehabilitation by Preserving
Tradition, Changing Behaviors
and Building for the Future.
When Felice L. Loverso,
Ph.D. was named president
and chief executive officer of
the not-for-profit Casa Colina
Centers for Rehabilitation in
Pomona, he believed it was a
diamond in the rough.
However, in order to turn this
hidden gem into the crown
jewel of rehabilitation servic-
es, Dr. Loverso needed to con-
vince leadership and employ-
ees that it was imperative for
Casa Colina to provide
patients a “Continuum of
Care” that enhances the patient
experience and overall clinical
outcomes.  
“ C a s a
Colina’s rich
history and
tradition was
what first
attracted me
to this oppor-
tunity, and
after spending
the first sever-
al months
meeting our
amazing team of therapists as
well as the patients they treat, I
knew that this is where I
belonged,” said Dr. Loverso,
former chairman of American
Medical Rehabilitation
Providers Association. “My
vision for Casa Colina was to
strategically build upon its
‘Continuum of Care’ by reno-
vating and expanding existing
facilities, developing physi-
cian-directed ‘Centers of
Excellence,’ and offering com-
prehensive services in order to
provide patients the gold-stan-
dard for acute hospital-based
rehabilitation.”
It was his
vision and
u n q u e s t i o n e d
leadership that
helped Dr.
Loverso trans-
form Casa Colina
from the “House on the Little
Hill” to one of the nation’s
premier providers of rehabili-
tation services.
Casa Colina (which means
“House on the Little Hill”) was
founded in 1936 by Frances
Eleanor Smith, affectionately
known as “Mother Smith.” On
a large ranch estate in Chino,
she created a place to care for
young children with polio, and
teach them how to regain their
mobility and self-esteem. In
the process, she developed
breakthrough therapies for
numerous polio patients. After
the advent of the polio vac-
cine, Casa Colina broadened
its services to care for patients
of all ages with all kinds of
physical injuries and disabili-
ties. In 1958, Casa Colina rec-
ognized that its aging Chino
facility was beyond repair and
expansion so it began con-
struction on CasaColina
Hospital in Pomona, on land
that once belonged to the
Smith family. The new hospi-
tal opened its doors in 1961
and has continued to serve
patients from across the coun-
try for nearly 50 years.
Since his arrival in 1998,
Dr. Loverso
has proudly
followed in
“ M o t h e r
Smith’s” foot-
steps as a cata-
lyst for dynam-
ic change and growth. By refo-
cusing Casa Colina on its core
business of acute-hospital
based rehabilitation, inpatient
days at Casa Colina Hospital
have increased by 54% from
1999-2006 and the medical
staff has increased by 250%. In
fact, for 44 consecutive quar-
ters Casa Colina has remained
profitable during a time when
hospital and rehabilitation cen-
ters have struggled to navigate
through healthcare’s murky
waters. With the support of
Casa Colina’s board of direc-
tors, Dr. Loverso accom-
plished this turnaround by
rebuilding and renovating the
entire 20-acre Pomona campus
to include a state-of-the-art 68-
bed acute rehabilitation hospi-
tal, outpatient physician-
directed specialty clinics, out-
patient rehabilitation center,
transitional living center, chil-
dren’s center, adult day health
care, imaging, ambulatory sur-
gery center, sleep lab and other
specialized services that pro-
vide advanced healthcare to
more than 10,500 patients a
year. In addition to renovating
the campus, Dr. Loverso built
the medical staff from less
than 20 physicians to nearly
200 physicians. He also further
expanded services by opening
a satellite outpatient center –
Casa Colina Azusa Center, as
well as providing 78 long-term
care beds for traumatic brain
injury patients in Apple Valley
and Lucerne Valley.
“Our mission has always
been to develop a robust, med-
ically-directed continuum of
care that addresses chronic and
episodic needs of individuals
with or at risk of disability,”
explained Dr. Loverso. “By
creating specialized clinics
directed by board-certified
physicians, we have provided
our patients ‘Centers of
Excellence’ for brain injury,
stroke, spinal cord injury,
sports medicine, back care,
wound care, movement disor-
ders and other specialties. We
hope that at the end of the con-
tinuum, our patients leave
Casa Colina feeling that they
have formed a strong, long-
lasting relationship with their
doctor and therapist and have
received exceptional care.”
As a result of Casa
Colina’s rapid growth and
profitability, Dr. Loverso has
set his sights on several key
expansion projects that will
accommodate additional
physicians and increase patient
access to even more compre-
hensive services. Currently,
continued on page 16
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RESTAURANT AND DINNER SHOW
We can custom
design a label just
for you using:
Photos, Logos,
Colors, Invitations,
Themes.
4231 Winevi l le  Road
Mira Loma, CA 91752
(951)  685-5376 or (951)  360-9180
www.gal leanowinery.com
Tour the Historic Winery weekends from 2:00 pm to 4:00 pm or by appointment
Listed in the National Register of Historical Places
Weddings • Anniversaries
Birthdays • Special Events
Graduations • Holiday • Gifts
Wine Tasting Available Daily
The stately Queen Mary
still rules over the Long Beach
skyline. She has seen history
and war. She has seen show
biz and drama. She has seen
many owners. But she still
rides high. I am sure that the
Wi-Fi and flat screens that are
now available were not there
when she launched. Nor was
the dinner show up near the
bow.
Tibbies at the Queen Mary
has been enter-
taining visitors
for some time
now. It has been
several years
since I was
invited down to
enjoy a review
of hits from the
40s. This sum-
mer the talented
company of
entertainers have a new show
called Rockin’ Down
Broadway.
The Great White Way does
not present the same type of
entertainment today that it did
in the days of George M.
Cohan or Rogers and
Hammerstein. Contemporary
music trends have changed the
mood of the town and this
evening’s worth of music
shows that.
Movie musicals have taken
a front seat. It used to be the
other way around. Broadway
shows became movies. Now
films like “Legally Blond,”
“The Lion King” and “The
Producers” have generated
musical theater presentations.
Songs from those shows are
featured by the troop.
In addition there is a salute
to what they call the Juke Box
Musicals. This is another
Broadway trend in which hit
songs from the top 40 are con-
verted into shows. From that
array came the songs of ABBA
from “Mamma Mia” and the
music of Frankie Valli and the
Four Seasons as heard in
“Jersey Boys.”
There are, of course, other
musical treats to be found
here—”Dreamgirls,” “Miss
Saigon,” and “In The
Heights.” Perhaps the most
impressive performance of the
night came when six young
performers took on the “One
More Day” medley from Les
Miz. It normally takes a troop
of about 30 performers on that
giant rotating turntable in
national productions, along
with a 21 piece orchestra, to
Show Time Aboard the Queen
By Joe Lyons
continued on page 36
in Upland; Foundation for Kids in
Ontario; Hope Through Housing
Foundation in Rancho Cucamonga;
Libreria Del Pueblo, Inc. in San
Bernardino; Martha’s Village and Kitchen in Indio; McCallum
Theatre in Palm Springs; Neighborhood Partnership Housing
Services, Inc. in Ontario; Rancho Housing Alliance in Coachella;
Reach Out Morongo Basin in Twentynine Palms; Riverside
Community College District; San Antonio Hospital Foundation in
Upland; and YMCA in Rancho Cucamonga.
Wong lives the company’s vision and values, which calls on
Wells Fargo team members to be actively involved in the commu-
nities they serve.  Wong serves on the executive board of the Asian
Business Association and is a member of the San Gabriel Valley
Economic Partnership.  He actively volunteers with A Foundation
for Kids, an Ontario-based nonprofit organization that supports
children's agencies that serve abused and troubled children in
Southern California.  He also volunteers with Hope Through
Housing, a nonprofit organization that supports affordable housing
in Southern California.   
In fact, earlier this year, the Wells Fargo Foundation donated a
$200,000 grant to Hope Through Housing for Rancho Cucamonga’s
newest affordable-housing development on May 25.  The grant sup-
ports the organization’s “After-School and Beyond” literacy pro-
gram, which provides homework assistance, nutrition, recreation,
violence prevention, and character-building activities for local chil-
dren. 
Wong began his career with Wells Fargo in 1986 as a production
manager and later became a senior financial analyst following other
key management roles.  Prior to his current position, Wong super-
vised the Deposit and Cash Management Services for Wells Fargo’s
Business Banking unit in California and Nevada. 
Wong received his bachelor's degree from California State
University of Sacramento.  He also graduated from Pacific Coast
Banking School at the University of Washington in Seattle.
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N/A = Not Applicable WND - Would not Disclose  na = not available. The information in the above list was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press time. While
every effort is made to ensure the accuracy and thoroughness of the list, omissions and typographical errors sometimes occur. Please send corrections or additions on company letterhead to: The Inland Empire Business Journal, P.O.
Box 1979, Rancho Cucamonga, CA 91729-1979. Researched by  Jonathan Siu.  Copyright 2010 by IEBJ.
Messenger/Courier Services Serving the Inland Empire
Ranked by Inland Empire Staff
Company Name Staff: Headquarters # of Vehicles: Intnl. Delivery? 24 Hr.? Top Exec.
Address Inland Empire Yr. Est. Inland Empire Parcel Delivery? Overnight? Title
City/State/Zip Co. Wide Co. Wide Rush? Phone/Fax
E-Mail Address
United Parcel Service 4,800 Atlanta, GA 1,100 Yes Yes Scott Davis
1. 2930 Inland Empire Blvd. 358,000 1907 93,637 Yes Yes CEO
Ontario, CA 91764 Yes (800) 742-5877
www.ups.com
U.S. Postal Service 3,541 Washington DC 1,470 Yes Yes James Owens/Postmaster-Riverside
2. 4150 Chicago Ave. 11,281 1853 4,598 Yes YesGarry Miller/Postmaster-San Bernardino
Riverside, CA 92507 Yes (800) 275-8777
390 W. 5th St. www.usps.com
San Bernardino, CA 92401
UPS-Supply Chain Solutions 63 Palo Alto, CA 47 Yes Yes Bruce Crumb
3. 1590 Archibald Ave. 1946 na Yes Yes General Manager
Ontario, CA 91761 Yes (909) 605-7740
www.ups-scs.com
All Counties Courier Inc. 86 Irvine, CA 70 No No Steve Chavez
4. 1425 Victoria Ct., Ste. A 550 1984 400 Small Packages Only Yes Operations Manager
San Bernardino, CA 92408 Yes (800) 874-0687/796-4100
www.accdeliverers.com
Rapid Express Delivery 20 Ontario, CA 5 No Yes Larry Pasley
5. P.O. Box 4252 N/A 1985 na Yes Yes President
Ontario, CA 91761 Yes (909) 923-1000/930-2628
www.larrygrapid-express.com
Federal Express na Memphis, TN na Yes Yes Fredrick W. Smith
6. P.O. Box 727, Dept. 1841 290,000 1971 75,000 Yes Yes Chairman/CEO
Memphis, TN 38194-1841 No (800) 238-5355/(901)345-8967
www.fedex.com
OnTrac na Phoenix, AZ na No Yes Rob Humphrey
7. 3401 E. Harbor Dr. 1992 Yes Yes COO
Phoenix, AZ 85034 Yes (800) 334-5000
www.ontrac.com
do justice to the song. Here three
men, three women and a four-
piece band broke loose. It was
stunning.
Most notable by its absence was anything by Andrew Lloyd
Webber—No “Phantom,”  no “Superstar,” and no “Cats.”  The
running theme of the show was music from the last 25 years, but
I would have thought at least “Memories” or “Music of the
Night” might have gotten in.
We asked about “Saturday Night Fever”—the musical. It was
not included here but its music will come to the Inland Empire
soon when the same company opens a new show at their Fontana
facility—Tibbies Center Stage on Sierra. Center Stage doesn’t
float, like the legendary Queen, but it’s a lot closer.
Did I mention that Tibbies at the Queen Mary is a dinner
show? Your waiters are the singers, which takes an adjustment,
but it gives you the opportunity to discuss the songs with them.
The Caesar salad is remarkably good. (They actually come
out signing with the salad.) I went with the 8 oz steak, (not bad)
the misses had a juicy chicken breast.
Desserts are served with the second half. It should be noted
that unlike other dinner shows I have covered, there is enough
light to see what you’re eating while the show goes on.
Most of the Tibbies’ performers carry remarkable resumes.
Many have college degrees in some areas of the performing arts.
They have performed in everything from “South Pacific” to “The
Brain from Planet X.”  Some have gone on to Broadway, such as
the lady who currently performs in “Wicked” back in New York.
This is so much more than a few talented kids who painted the
barn to put on a show. The staging may be minimalistic, but the
music makes for a great night aboard the Queen.
Show Time...
continued from pg. 35
Andy Wong...
continued from pg. 23
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rate:
•No new stimulus is in the
works.
• No new TARP funds are forthcoming. 
• The Fed has wrapped up its bond buying splurge.
• And the ONLY significant continuing programs are for hous-
ing—the one area where the government has admittedly seen the
WORST overall results, according to SIGTARP.
Bottom line:
If you were counting on the government to prevent the second
major leg in this great double-dip recession, don’t hold your breath.
To the contrary, the primary CAUSE of the second dip is the govern-
ment’s conspicuous absence from sectors where it was, until now, the
biggest mover, shaker, buyer, and financier.
Your ACTION:
With this rapidly shifting quicksand, you must NOT be lured by
Wall Street’s siren songs. You must not get trapped again in vulnera-
ble stocks, mutual funds, or ETFs. Instead ...
1. Greatly reduce your exposure to stocks, especially in sectors
tied to housing, such as construction, home improvement, consumer
appliances, and mortgage finance.
2. Move the proceeds to cash and cash equivalent, regardless of
low yields.
3. Prepare for our recommendations to buy limited-risk invest-
ments with high, double-digit return potential as the double-dip
recession strikes hard.
Good luck and God bless!
This investment news is brought to you by Money and Markets.
Money and Markets is a free daily investment newsletter from Martin
D. Weiss and Weiss Research analysts offering the latest investing
news and financial insights for the stock market, including tips and
advice on investing in gold, energy and oil. Dr. Weiss is a leader in
the fields of investing, interest rates, financial safety and economic
forecasting. To view archives or subscribe, visit http://www.mon-
eyandmarkets.com.
Four Shocking...
continued from pg. 32
Clinical Economics Training
Program at the University of North
Carolina at Chapel Hill.
Freund has an outstanding history of accomplishments in fund-
raising and sponsored research, having been the principal investiga-
tor on more than $50 million in grants. Under her leadership,
Syracuse University faculty increased sponsored research by 400
percent.  Freund is included in multiple lists of influential leaders,
including the 500 Most Influential People in U.S. Health Care.
At a date to be determined, Freund will be joined by her spouse,
the renowned labor economist Thomas J. Kniesner, the Krisher pro-
fessor of economics and a senior research associate at the Center for
Policy Research at Syracuse. He will bring his considerable expert-
ise to CGU’s School of Politics and Economics as a university pro-
fessor. Freund and Kniesner have a son, William, who is 15 years
old.
Freund will be completing responsibilities in her role at
Syracuse University over the next few months and will formally
take office in Claremont in the fall. Current Interim President
Joseph C. Hough will continue until Freund’s arrival in Claremont.
Yucaipa resident, Sherri Laffey, has been named director of
development for the Burn Institute’s Inland Empire office. Laffey
will oversee all of the organization’s activities within Riverside and
San Bernardino counties including grant writing, public relations,
fund-raisers, operational management, program development and
implementation.   
Laffey has more than a decade of experience working in non-
profit development. Most recently, she has served as vice president
of sales and marketing for Tower Foundations, Inc., and as execu-
tive director for Yucaipa Animal Placement Society from 1998 to
2005. Laffey was nominated for Woman of Distinction in the Inland
Empire by the California State Legislature (2005). She holds sever-
al certificates in non-profit management, fund-raising and planned
giving from the University of California, Riverside. 
A recent visit to the Burn Institute’s Camp Beyond The Scars
for burn-injured youth (5-17) proved to be a powerful experience
for Laffey. “It truly drove home the importance of our work and
how many burn survivors’ lives we touch,” she said.  
As with the home office in San Diego and its close partnership
with the UCSD Regional Burn Center, the BI-Inland Empire affili-
ate works with the Edward G. Hirschman Burn Center at the
Arrowhead Regional Medical Center in Colton, where the BI-IE
office is located. Several of the organization’s board members are
Burn Center staff or work in local fire service agencies. 
“Sherri is just the person to lead the BI-IE into the future, with
the skills to move this affiliate forward,” said James Floros, Burn
Institute executive director/CEO. “Sherri’s ties to the local commu-
nity will help expand our role in burn survivor support and allow us
to provide important fire and burn prevention education to
Riverside and San Bernardino counties.” 
Executive Notes...
continued from pg. 14
Bernardino, the Fair Housing
Council of Riverside County, and
Riverside City College.  He is
also an advocate for financial literacy – most recently hosting a
financial literacy seminar for Moreno Valley’s Rancho Verde
High School athletes and their parents. 
Arredondo is fluent in English and Spanish.  He received his
bachelors of science degree in business administration – interna-
tional business from California State University, Los Angeles and
holds the Series 6, 63, and 26 licenses.  He lives in Corona with
his wife and two children. 
Ernesto...
continued from pg. 23
Treasury Department rules, any
advice was (1) not written and is
not intended to be used, and can-
not be used, for the purpose of avoiding any federal tax penalty
that may be imposed on the taxpayer, and (2) may not be used in
connection with promoting, marketing or recommending to
another person any transaction or matter addressed herein.
City National Bank, as a matter of policy, does not give tax,
accounting, regulatory or legal advice. The effectiveness of the
strategies presented in this document will depend on the unique
characteristics of your situation and on a number of complex fac-
tors. Rules in the areas of law, tax, and accounting are subject to
change and open to varying interpretations. The strategies pre-
sented in this document were not intended to be used, and cannot
be used for the purpose of avoiding any tax penalties that may be
imposed. The strategies were not written to support the promo-
tion or marketing to another person any transaction or matter
addressed. Before implementation, you should consult with your
other advisors on the tax, accounting and legal implications of
the proposed strategies based on your particular circumstances.
Small...
continued from pg. 23
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Best-selling Business Books
“The Town That Food Saved: How
One Community Found Vitality in
Local Food,”
By Ben Hewitt; Rodale, Inc.;
New York, New York; 2009; 234 pages; $24.99. 
Here are the current top 10 best-selling books for business. The
list is compiled based on information received from retail book-
stores throughout the U.S.A.
1. “Crisis Economics: A Crash Course in the Future of Finance,”
by Nouriel Roubini and Stephen Mihm (Penguin
Group…$27.95)(2)*
The prominent economist who saw the financial crash coming.
2. “Too Big to Fail: The Inside Story of How Wall Street and
Washington Fought to Save the Financial Systems - and
Themselves” by Andrew Ross Sorkin(Penguin Group…$32.95)(3)
Does the size of a failing company dictate government rescue?
3. “The Big Short: Inside the Doomsday Machine,” by Michael
Lewis;(W.W. Norton…$27.95)(4)
The reality behind The Great Recession. 
4. “How the Mighty Fall: And Why Some Companies Never Give
In,” by Jim Collins (HarperCollins...$23.95)(1)
Why companies that fail usually die of self-inflicted wounds.
5. “The Sellout: How Three Decades of Wall Street Greed and
Government Mismanagement Destroyed the Global Financial
System,” by Charles Gasparino (HarperCollins…$27.99)(6)
How greed and incompetence brought the financial system down.
6. “Drive: The Surprising Truth about What Motivates Us,” by
Daniel H. Pink (Penguin Group…$26.95)(7) 
What you thought you knew about motivation may be wrong.
7. “Strengths Finder 2.0: A New and Updated Edition of the
Online Test from Gallup’s Now, Discover Your Strengths,” by
Tom Rath (Gallup Press…$22.95)(8)
Discover your strengths and integrate them with your career. 
8. “SuperFreakonomics: Global Cooling, Patriotic Prostitutes,
and Why Suicide Bombers Should Buy Life Insurance,” by Steve
D. Levitt & Stephen J. Dubner (HarperCollins…$29.99)(5)
The author of “Freakonomics” strikes again.
9. “Outliers: The Story of Success,” by Malcolm Gladwell (Little
Brown & CO…$27.99)(9)
Why the cause of success can be linked to where you were born.
10. “Linchpin: Are You Indispensable?,” by Seth Godin; (Penguin
Group…$25.95)(10)
Surviving hard times requires a more proactive approach.
____________________
*(1) -- Indicates a book’s previous position on the list.
** -- Indicates a book’s first appearance on the list.
It was predictable. The spate
of books released since 2009
squarely placing the blame for
what has become known as The
Great Recession on who your
fiscal or political target happens
to be. Among the list of those
with bull’s eyes on their backs
are big business, big govern-
ment, big agribusiness, big oil,
big coal, the previous adminis-
tration in Washington and the
current one, global warming, the
global marketplace, Wall Street,
Main Street, the banks and those
who regulate them, NAFTA, the
European Union, the college
educated elite (especially the
Ivy Leaguers), the high school
dropouts (especially those in
rural areas and big cities), not to
mention supporters of dams for
hydroelectric power and irriga-
tion. The number of people
blaming and being blamed
seems to be endless. 
Noticeably rare since 2008
are the people who see things
not as they currently are, but as
they could be. These are the
folks who see a problem, think it
through to a workable solution
(usually with the help of others)
and ask why not, instead of ask-
ing why. In other words these
are the people who built
America. Not captains of indus-
try, but those of every race,
every belief, and both sexes who
had the vision to rally others to
make their combined dreams
come true. 
Author Ben Hewitt, a writer
and Vermont farmer raised
crops, beef cattle, and dairy cat-
tle on his 40 acres. He made a
moderately good living, but he
was saddened to see the steady
degeneration of the classic,
small family farm. Coming as it
did after the total collapse of his
small hometown’s manufactur-
ing base, he wasn’t sure how
long his community and farm-
ing could possibly survive. He
talked with his friends and
neighbors about it, and he dis-
covered something. They all
shared his opinion that the days
of Hardwick, Vermont were
numbered. He also discovered
something else. Most of his
farming neighbors were young,
well educated, and astute when
it came to running their busi-
ness. They were well and wide-
ly read. 
Apparently the clincher
came in 2008. The droughts in
eastern Europe and Australia,
coupled with incredible flood-
ing in the U.S. Canada made
them realize how fragile our
highly industrialized and cen-
tralized our food system had
become. As Hewitt notes:
“In fact, much of the steep
run-up in our prices [in 2008]
was due to many rice-exporting
nations exporting less. The
result wasn’t merely an expen-
sive pot of rice, many Costco
superstores limited sales of the
grain to their customers. That’s
right: Food rationing, in the
United States, in 2008.”
The small farmers in the
area of Hardwick, Vermont
decided to take action. They
realized that the distribution sys-
tem had become much too cen-
tralized and rested in the hands
of too few people. It worked to
the advantage of the largest agri-
cultural corporations, but
against small family farms.
What the farmers of Hardwick
did about it was straight out of
the 1970s concept of “small is
beautiful” built upon a variation
of the mid-19th Century's
Grange movement.  
Hewitt discusses the steps it
took to turn around the future
for Vermont farmers. The first
step was to organize the farmers
and townspeople pull them-
selves up by their own boot-
straps by using “what unites us
all: food.” The second was to
organize local and regional bank
loan officers, “community fund
managers, and basically anyone
with access to large piles of cash
who might be convinced that
small-scale agriculture was a
good place to park it.” Part of
that second step was a tour of
the region’s agricultural produc-
ers. Hewitt states:
“That tour was a piece of
genius, really, ripe with authen-
ticity, wholesomeness, and
promise. These were real peo-
ple, working real soil, and that
stuff that looked like mud, but
wasn’t.”
Hewitt goes on to point out
all the steps taken that made
Hardwick the center of a new
(or very old) approach to agri-
culture that will once again
make it strong, profitable for
small farmers, healthful for con-
sumers, and reliably distributed.
August 2010
continued on page 39
It can not only work in
Hardwick, Vermont, but in
urban areas like Newark, New
Jersey. 
“The Town That Food
Saved,” highlights a way to save
two of America’s most precious
resources: people and the food
they eat.
--Henry Holtzman
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The Town...
continued from pg. 38
their bets in areas where they
have the strongest capabilities—
while also being open to the
opportunities for growth that
might present themselves
through the lightning strike of
innovation, or the smart pursuit
of partnerships and acquisi-
tions.”
For more information, visit
his Website is
www.EDHLTD.com. 
The Four...
continued from pg. 43
poses and subjects it was intend-
ed. By doing so, not only will
you avoid these pet peeves, but
you’ll also gain productivity
rewards as you enhance your
professional reputation.
For more information,
please visit www.jean-
kelley.com.
Don’t Hit...
continued from pg. 8
“Show me a business or
industry that has been dominat-
ed by men, and I’ll show you
women who have broken barri-
ers and become accepted and
successful,” says Rivera. “So
remember, as daunting as find-
ing acceptance and success in a
male-centric culture may seem,
others have done it, and you can
too!”
For more information,
please visit www.nocryingin-
business.com.
Shattering...
continued from pg. 33
• Enlist the help of a pro-
fessional accountability coach
to help you understand what
good accountability looks like
and model accountability effec-
tively.
• Identify your weakness-
es as an accountability leader
and determine what you person-
ally need to develop.
• Establish a system for
accountability and use your
established Vital Factors, or the
key measures of your compa-
ny’s health, to evaluate perform-
ance and take corrective action.
• Understand how you
deal with conflict. What should
you do differently to modify any
resistance to conflict and
improve upon your conflict
style?
For more information, visit
www.mapconsulting.com or call
888.834.3040.
Leadership’s...
continued from pg. 19
communities within the Inland
Empire.
For over 44 years, the
TVCC has been a proactive
business advocate providing
over 300 programs and events a
year to enhance the business
community. For more informa-
tion on the Economic Forecast
or to become a member of the
chamber, please visit
www.theeconomicoutlook.com
or call (951) 676-5090.
2010 Economic...
continued from pg. 15
ship replaces the existing Rock
Honda location on Sierra
Avenue and will offer new and
used car sales, as well as an
improved service area, featuring
a viewing window and lounge
with a separate customer work
space and kids’ play zone.
Scheduled to open in Spring
2011, the new location is
expected to grow Rock Honda
revenues 25% in its first year
and add approximately 50 new
jobs for Fontana residents. 
While helping the Fontana
economy, the impressive new
dealership will also contribute to
the city’s sustainability efforts
by complying with the latest
water quality treatment stan-
dards.  Rock Honda will also
have its own car wash with
water recycling and lighting sys-
tems controlled by motion sen-
sors to minimize energy waste.  
In addition to the sustain-
able elements of the dealership,
the service shop will be an inte-
gral part of the building design,
influenced by the well-lit and
spotless work spaces of automo-
tive racing shops.  Customers
will be able to view their car
being serviced, while enjoying
large screen TVs, wireless
Internet, snacks and refresh-
ments.
Real Estate...
continued from pg. 33
sold by a municipality at all. 
When considering your
portfolio, ask yourself this: are
your bonds “municipal” in name
only? A conservative, up-in-
quality portfolio focused on
state general obligation bonds,
pre-refunded securities, and
high-quality essential purpose
revenue bonds is probably
safest.
Can We...
continued from pg. 11
most, myself not included, took
turns jumping off two rocks
(one 25 feet, the other 35 feet).
During our hike back, we even
had the treat of tasting wild
blackberries…a new love for
my son.  Once we returned to
the campground, we jumped
back into the rafts and headed
back just one mile to our shuttle.
The adrenaline was gone, but
the love for rafting had grown
even stronger.  We were already
asking our guide about his rec-
ommendation for the next
O.A.R.S. trip!
About O.A.R.S.: 
OARS has been guiding
river tours since 1969 and offers
more trip options than any other
North American whiteriver raft-
ing company.  The Tuolumne
River is just west of Yosemite
National Park, about 7-7 1⁄2
hours from Los Angeles.  For
additional information view
their Website at
http://www.oars.com.
Cooling off...
continued from pg. 44
tacting Dr. Bob at
drbob@paynecns.com or calling
(909) 391-3524. Together we
can keep your computers cool,
calm and connected this sum-
mer.”
You can subscribe to Dr.
Bob’s monthly newsletter at his
Website, or contact him at Dr.
Bob the Computer
Doctor/Payne Consultants,
1021 N. Elderberry Ave.,
Ontario CA 91762; or phone
909-391-3524; FAX 909-988-
9017 ; or e-mail at
drbob@paynecns.com.
Stay Calm...
continued from pg. 3
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A-E FENCE CO
2290 AVENIDA DEL VISTA
CORONA, CA 92882
ALSOP AND ASSOCIATES
INSURANCE AGENCY
4701 ARROW HWY
STE. A
MONTCLAIR, CA 91763
APOLLO AGENCIES
1701 CORPORATE DR.
STE. C-1 
LADERA RANCH, CA 92694
ARS DESIGNS
25555 LANE ST. 
LOMA LINDA, CA 92354
ASSOC OF
PROFESSIONAL QUINCE
& EVENT
COORDINATORS
1291 N. PALM AVE.
UPLAND, CA 91786
AUTO PLUS 
REGISTRATION 
SERVICES
5414 W MISSION BLVD.
STE. B 
ONTARIO, CA 91762
BEST MOUNTAIN VALUE
MAGAZINE
1280 PORTILLO LN. 
LAKE ARROWHEAD, CA
92352
BLOOMINGTON SMOKE
SHOP
9962 BLOOMINGTON AVE.
BLOOMINGTON, CA 92316
DIRT RUNNERS INC.
2840 COLE AVE. 
HIGHLAND, CA 92346
DVD AZTECA
11258 W MISSION BLVD.
STE. K 
ONTARIO, CA 91762
E & C SERVICES
10052 BASELINE RD. 
RANCHO CUCAMONGA,
CA 91701
ECOJUNKIES
2915 GLENVIEW AVE. 
SAN BERNARDINO, CA
92407
EMPIRE FLOORING &
MOULDINGS
9435 CHARLES SMITH AVE.
RANCHO CUCAMONGA,
CA 91730
FAMILY REALTORS AND
ASSOCIATES
12674 FERN AVE.
CHINO, CA 91710
FERNANDEZ TRUCK &
TIRE SERVICES
14311 SLOVER AVE.
FONTANA, CA 92337
FLASH COAT PAINTING
703 GIFFORD AVE. 
STE. 201 
SAN BERNARDINO, CA
92408
GET WET POOL & SPA
SERVICE
12832 KIOWA RD. 
APPLE VALLEY, CA 92308
GROUP CARPET
CLEANING
417 S. TAMARISK AVE.
RIALTO, CA 92376
HADLEY ENGINEERING
34159 YUCAIPA BLVD. 
STE C 
YUCAIPA, CA 92399
HAUNTED BARSTOW
36072 MEADOW
GROVE RD. 
YERMO, CA 92398
HEALTH -E- COMPUTING
7431 APPLE BLOSSOM CT.
HIGHLAND, CA 92346
HOME CARE VET
6211 PHILLIPS WAY
ALTA LOMA, CA 91737
HUGH HEMPNERZ 
PRODUCTIONZ
14448 BIRCHWOOD ST.
HESPERIA, CA 92345
INFINITY CONCRETE
SERVICES
2110 SERRIA PINE 
MENTONE, CA 92359
INK SLINGERZ TATTOO
COMPANY
14448 BIRCHWOOD ST.
HESPERIA, CA 92345
JML INDEPENDENT
CONTRACTOR
9496 OLEANDER AVE.
FONTANA, CA 92335
KAT'S PURRRFECT
CLEANING
1878 W SHERIDAN RD. 
SAN BERNARDINO, CA
92407
KAVI R COMPANIES
3154 ASHGATE WAY
ONTARIO, CA 91761
KEVIN MCSPARREN
AUTHORIZED DIST. OF
MATCO TOOLS
10759 ZINFANDEL ST. 
ALTA LOMA, CA 91737
KP-CAD
11091 SEVEN PINES DR.
ALTA LOMA, CA 91737
KP'S 24 HR TRUCK
REPAIR
8792 GREASEWOOD LN.
VICTORVILLE, CA 92392
LOOKS LIKE PARADISE
DESIGN AND 
CONSULTING
6823 REGAL PARK DR.
FONTANA, CA 92336
M & M TRADE CO.
10953 SAN JUAN WAY
MONTCLAIR, CA 91763
ME N' MAMMEE’S GOOD
GOODS
1765 CREBS WAY
UPLAND, CA 91784
OLA FUTBOLERA MAGA-
ZINE
207 S. RIVERSIDE AVE.
RIALTO, CA 92376
OLIVE GRILL
302 S.MILLIKEN AVE.
STE. C 
ONTARIO, CA 91761
PANE-LESS WINDOW
CLEANING
13890 COLORADO LN. 
VICTORVILLE, CA 92394
PEOPLE'S PREMIERE
INSURANCE AGENCY
517 N. MOUNTAIN AVE.
STE. 114 
UPLAND, CA 91786-5016
PROFESSIONAL DESIGN
ASSOCIATES
1793 W. ARROW RT.
UPLAND, CA 91786
R.A.C.E. PRODUCTS
19031 HIGHWAY 18 
STE. 130 
APPLE VALLEY, CA 92307
S AND A ENTERPRIZE
1472 N. CLIFFORD ST.
STE. 4 
RIALTO, CA 92376
S&J TIRES
540 N MT VERNON AVE.
COLTON, CA 92324
SPRING VALLEY RIDGE
1710 PLUM LN.
STE. C 
REDLANDS, CA 92374
SULTAN ART
1472 N. CLIFFORD ST.
STE. 4 
RIALTO, CA 92376
SWEETS 'N STUFF
28561 HWY 18 CABIN
STE. 7 
SKYFOREST, CA 92385
TOTAL FOOD CONCEPT
11765 ANNAPOLIS DR.
RANCHO CUCAMONGA,
CA 91730
WESTWAY EXPRESS
843 MESA DR.
RIALTO, CA 92376
AFFORDABLE 
APARTMENT SERVICES
1251 MEADOW LN.
STE. 150 
COLTON, CA 92324
AFRICAN IMPORTS AND
EXPORTS
1710 ARROW RT.
STE. 15 
UPLAND, CA 91786
ALL OUT CUSTOMS
115 EAST RIALTO AVE. 
STE. 115 
RIALTO, CA 92376
ARTISTRY CLEANING
511 W. CLARK ST.
REDLANDS, CA 92373
ASTECH
13824 CHERRY AVE. 
CHINO, CA 91710
AFFORDABLE 
CONDO SERVICES
1251 MEADOW LN. #150
COLTON, CA 92324
AFRICAN IMPORTS AND
EXPORTS
1710 ARROW RT.
STE. 15 
UPLAND, CA 91786
ALL OUT CUSTOMS
115 EAST RIALTO AVE. 
STE. 115 
RIALTO, CA 92376
ARTISTRY CLEANING
511 W. CLARK ST.
REDLANDS, CA 92373
ASTECH
13824 CHERRY AVE. 
CHINO, CA 91710
BIG BEAR FUNPLEX
40679 BIG BEAR BLVD. 
BIG BEAR LAKE, CA 92315
BIG O TIRES RANCHO
CUAMONGA
8850 ARCHIBALD AVE.
RANCHO CUCAMONGA,
CA 91730
BLUEPRINT ASSISTANCE
1322 W. D ST.
ONTARIO, CA 91762
BOARD OF SOCIAL
SERVICE FOR THE 
MISSION OF OUR LAD
1254 S. WATERMAN AVE,
STE. 26 
SAN BERNARDINO, CA
92408
CENTER FOR 
COUNSELING AND
RECOVERY
545 N MOUNTAIN AVE.
STE. 206 
UPLAND, CA 91786
CHAYANOT LOS ANGELES
1420 PUMALO ST.
STE. 37 
SAN BERNARDINO, CA
92404
CKCRAFTS
267 BELLA VISTA DR. 
EL MIRAGE, CA 92301
CLAUDIA GOMEZ CLEAN-
ING
109 W. DELAWARE AVE.
REDLANDS, CA 92374
COLLEGE CAB
1710 ARROW RT.
STE. 15 
UPLAND, CA 91786
COUNTRY LIFE REAL
ESTATE
6050 PARK DR.
WRIGHTWOOD, CA 92397
DBJ MINATURES
1915 S. MOUNTAIN AVE.
STE. 1 
ONTARIO, CA 91762
DESERT HOT SPRINGS
DIAMOND SECURITY
16643 ELAINE AVE.
FONTANA, CA 92336
DESIGNS BY GIGS
28450 SYCAMORE DR.
HIGHLAND, CA 92346
DIAVOLO CUSTOMS
7908 SAN GORGONIO ST.
FONTANA, CA 92336
DOLLHOUSES BY JAD
1915 S. MOUNTAIN AVE.
STE. 1 
ONTARIO, CA 91762
DONUTS ICE CREAM
1856 S EUCLID AVE. 
STE. B 
ONTARIO, CA 91762-6558
EAGLE MOUNTAIN
SOLAR,PLUMBING AND
HEATING
1415 SHAY RD.
BIG BEAR CITY, CA 92314
ELEVATED DANCE 
PROJECT
15290 CRIMSON ST.
FONTANA, CA 92336
FRANK’S BUILDING
MAINTENANCE
15050 LA BRISA RD. 
VICTORVILLE, CA 92392
FTG SERVICES
4782 FAUNA ST. 
MONTCLAIR, CA 91763
G&N STEREO MOBILE
INSTALLATION
16015 LIVE OAK ST. 
HESPERIA, CA 92345
GET AWAY TOURS
1710 ARROW RT. 
STE. 15 
UPLAND, CA 91786
HIGHLAND SENIOR 
CENTER
3102 E. HIGHLAND AVE.
PATTON, CA 92369
INLINE PIPE 
INSPECTIONS
9848 YALE DR.
RANCHO CUCAMONGA,
CA 91701
INMATE NOTARY
SERVICES
6783 HUNTINGTON DR.
SAN BERNARDINO, CA
92407
INTEGRIS MANAGEMENT
GROUP, LLC
8599 HAVEN AVE.
STE. 202 
RANCHO CUCAMONGA,
CA 91730
JARDEN CONSUMER
SOLUTIONS
13052 JURUPA AVE.
FONTANA, CA 92509
JOHNSON AND JOHNSON
CLEANING SERVICE
10339 PEPPER ST.
RANCHO CUCAMONGA,
CA 91730
KD STEWART
ENTERPRISES
1710 ARROW RT.
STE. 15 
UPLAND, CA 91786
KLP PRO
518 HOLMES LN.
SUGARLOAF, CA 92386
L. P. & S. CONCIERGE
4108 N. SIERRA WAY
STE. 262 
SAN BERNARDINO, CA
92407
LONG BURGERS
9197 CENTRAL AVE.
STE. A
MONTCLAIR, CA 91763
MOMMIES MAKING
MEMORIES
9358 BUTTONWOOD ST.
PHELAN, CA 92371
MTN HIGH LEASING LLC
15810 CAJON BLVD.
DEVORE HEIGHTS, CA
92407
NOBLE ROMAN’S PIZZA
40679 BIG BEAR BLVD. 
BIG BEAR LAKE, CA 92315
PHOTO ENVY PORTRAITS
16345 FAIRFAX ST.
FONTANA, CA 92336
POP’S HUMMINGBIRD
SWINGS
35434 YUCAIPA BLVD.
YUCAIPA, CA 92399
RELIABLE RECOVERY
SYSTEMS
30099 REDHILL RD.
HIGHLAND, CA 92346
ROGER NEAL PUBLIC
RELATIONS
28764 LIVE OAK RD. 
HIGHLAND, CA 92346
SLOAN&CO
35434 YUCAIPA BLVD.
YUCAIPA, CA 92399
STRATUS BUILDING
SOLUTIONS OF LOS
ANGELES SAN BERN
600 N. MOUNTAIN AVE.
STE. C-203 
UPLAND, CA 91786
SUPER PRESSURE 
WASHER
1671 MILL STREAM DR.
CHINO HILLS, CA 91709
TEAM REVARC
12824 FOLEY ST. 
VICTORVILLE, CA 92392
TED’S CLEANING
55675 DESERT GOLD DR.
YUCCA VALLEY, CA 92284
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ESSI ENGINEERING
78080 CALLE AMIGO
STE. 102
LA QUINTA, CA 92253
SHAHANDEH, ESSI
78655 SAGEBRUSH AVE.
LA QUINTA, CA 92253
LASCANO CLEANING AND
MAINTENANCE
33-515 WISHING WELL TRL.
CATHEDRAL CITY, CA
92234
MAIL BOXES ETC.
100 S. SUNRISE WAY
STE. A
PALM SPRINGS, CA 92262
SORRENTINO, ROBERT
LOUIS
1370 E. RACQUET CLUB
RD.
PALM SPRINGS, CA 92262
M&G CONSTRUCTION
49275 AVENIDA EL NIDO
LA QUINTA, CA 92253
RIVERSIDE COUNTY
PO BOX 937
LA QUINTA, CA 92253
GARY, JOSEPH SHIRLEY
49275 AVENIDA EL NIDO
LA QUINTA, CA 92253
BES BUSINESS SERVICE
67-685 NO. PORTALES DR.
CATHEDRAL CITY, CA
92234
BRABO, BARBARA
ELIZABETH
4000 PIERCE
STE. 250
RIVERSIDE, CA 92505
BRABO, DEBRA LYNN
67685 NO PORTALES DR.
CATHEDRAL CITY, CA
92234
DERMATOLOGY
SPECIALTY INSTITUTE
74-090 EL PASEO
STE. 103
PALM DESERT, CA 92260
LESNIK, ROBERT HARRY
17 CLANCY LANE S.
RANCHO MIRAGE, CA
92270
PROJECT 7 PUBLISHING
73187 MONTERRA CIR. S.
PALM DESERT, CA 92260
NELSON, RICHARD
WILLIAM
73187 MONTERRA CIR. S.
PALM DESERT, CA 92260
TEMENOS COUNSELING
CENTER
78-175 AVE. 42
BERMUDA DUNES, CA
92201
TADEWALDT, CARLA
18801 ROBERTS RD.
STE. 21
DESERT HOT SPRINGS, CA
92241
SO. CAL SMOG
36111 CATHEDRAL
CANYON
STE. 7
CATHEDRAL CITY, CA
92234
LOPEZ ROJO, MANUEL
ANTONIO
73261 GUADALUPE AVE.
PALM DESERT, CA 92260
SPRING FRESH 
CLEANING
9060 DEL MONTE AVE.
YUCCA VALLEY CA 92284
RENNEY, DAVID ALAN
9060 DEL MONTE
YUCCA VALLEY, CA 92284
AMAZING STAGING
9060 DEL MONTE AVE.
YUCCA VALLEY, CA 92284
RENNEY, PAULETTE
9060 DEL MONTE
YUCCA VALLEY, CA 92284
ALL ABOUT TOWN
68743 PEREZ RD.
STE. D26
CATHEDRAL CITY, CA
92234
SANDERSON & SON’S,
INC.
68743 PEREZ RD.
STE. D26
CATHEDRAL CITY, CA
92234
SOSADERM
78-900 AVE. 47
STE. 102
LA QUINTA, CA 92253
LEVERAGE DIRECT, INC.
78-900 AVE. 47
STE. 102
LA QUINTA, CA 92253
FREEDOM BAG
80757 CAMINO SAN LUCAS
INDIO, CA 92203
ROEGNER,DEANNA LEE
80757 CAMINO SAN LUCAS
INDIO, CA 92203
ACC-U-RAIL WEST
69725 INDIO AVE.
MTN CENTER, CA 92561
LEEGER, FREDERIK 
WILHEM
69725 INDIO AVE.
MTN CENTER, CA 92561
ELECTRIC TAN
2295 E. FINLEY RD.
PALM SPRINGS, CA 92262
BROOKS, IAN MICHAEL
2295 E. FINLEY RD.
PALM SPRINGS, CA 92262
SALON AND SPA
MARKETING CATALOG
75-265 CAMELLO CT.
PALM DESERT, CA 92211
FINCH, ELAINE MARIE
75-265 CAMELLO CT.
PALM DESERT, CA 92211
OLD TOWN LA QUINTA,
LLC
78-100 MAIN ST.
STE. 206
LA QUINTA, CA 92253
OLD TOWN LA QUINTA,
LLC
78-100 MAIN ST.
STE. 206
LA QUINTA, CA 92253
ANZA VALLEY EXOTIC
BIRDS
56850 RAMSEY RD.
ANZA, CA 92539
WILHELM, KATHLEEN
ANN
56850 RAMSEY RD, 
STE. 391290
ANZA, CA 92539
US ANIMAL RESCUE
3701 ALHAMBRA ST.
NORCO, CA 92860
LITTLEFIELD, KIMBERLY
ANN
3701 ALHAMBRA ST.
NORCO, CA 92860
LITTLEFIELD, RONALD
JAMES
3701 ALHAMBRA ST.
NORCO, CA 92860
BTB ENTERPRISE
469 MAGNOLIA AVE. 
STE. 105
CORONA, CA 92789
MARTINEZ LEROY SEAN
8026 SPRINGS HILLS ST.
CHINO, CA 91708
PANWAR RANJAN
7983 BEACON ST.
CHINO, CA 91708
PEARL PUBLISHING 
COMPANY
33060 WALLS ST.
LAKE ELSINORE, CA 92530
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THE BOWLING BARN
40679 BIG BEAR BLVD. 
BIG BEAR LAKE, CA 92315
THE WRONG SHOP
1819 N GLENN AVE.
ONTARIO, CA 91764
TOWNE CENTER
APPRAISALS
5784 ANNA CT.
FONTANA, CA 92336
TRAVELCENTERS OF
AMERICA
4265 E. GUASTI RD.
ONTARIO, CA 91761
TRINO EXPRESS
9775 ASHFORD AVE.
BLOOMINGTON, CA 92316
TUTOR IMPACT
4636 MANE ST.
MONTCLAIR, CA 91763
TWIN DRAGON
700 E REDLANDS BLVD.
STE. R3 
REDLANDS, CA 92373
VIP RENOVATIONS
7864 SANTA PAULA ST.
HIGHLAND, CA 92346
WICKED PRODUCTS
50 PINE RIDGE RD.
CRESTLINE, CA 92335
WORLDWIDE 
ENTERPRISES
72248 SUN VALLEY DR.
TWENTYNINE PALMS, CA
92277
WRIGHTWOOD REALTY
6050 PARK DR.
WRIGHTWOOD, CA 92397
#2 LATINO CELLULAR
23707 E. BASELINE
STE. 105 
HIGHLAND, CA 92346
A GOURMET PERSONAL
CHEF
943 D. LANE 
BIG BEAR CITY, CA 92314
ALFREDO PIZZA
RESTAURANT
14050 CHERRY AVE.
STE. O 
FONTANA, CA 92337
ANDRES BANOS
8817 FOURTH AVE.
HESPERIA, CA 92345
ANDY’S DISCOUNT
LANDSCAPING
26688 CYPRESS ST. 
HIGHLAND, CA 92346
AUTHORRHKING
8370 WOLF DR.
PHELAN, CA 92371
B&C LOVING CARE
RANCH & LA CADENA
MANOR
25441 NATIONAL TRAILS
HWY. 
HELENDALE, CA 92342
BELLAS NAILS & SPA
12200 FOOTHILL BLVD.
RANCHO CUCAMONGA,
CA 91739
BETTER LIFE ARABIC
CHRISTIAN MINISTRY
7986 HAVEN AVE.
RANCHO CUCAMONGA,
CA 91730
C.L.A.D TOOL REPAIR &
MANTAINCE
9738 HAMPSHIRE ST.
RANCHO CUCAMONGA,
CA 91730
CAPITAL W HOME
DESIGNS
15330 ANACAPA RD.
STE. 4 
VICTORVILLE, CA 92392
CHOICE CARPET CARE
1335 MALACHITE AVE.
MENTONE, CA 92359-1213
CMUP TRUCKING
478 E SCOTT ST. 
RIALTO, CA 92376
COMFORT FOR LESS /
HEATING AND AIR 
CONDITIONING
3308 N. MAYFIELD AVE.
SAN BERNARDINO, CA
92405
COMPUTER AIDED
DESIGNS
10880 SPRING GLEN DR.
YUCAIPA, CA 92399-3323
D.P.B. UNLIMITED
15786 EL CENTRO ST. 
HESPERIA, CA 92345
DIRECT PLANNING 
NETWORK
10571 SHADY LN.  
ALTA LOMA, CA 91737
DYNAMIC ESCROW
12615 CENTRAL AVE.
STE. 4 
CHINO, CA 91710
GEORGE AND SONS 
TOWING
7432 ACACIA RD. 
PHELAN, CA 92371
GLOBAL EQUITY GROUP
3341 MARBLE RIDGE DR.
CHINO HILLS, CA 91709
HIGHLAND ARCO TEST
ONLY
189 WEST HIGHLAND AVE.
SAN BERNARDINO, CA
92405
HLP TAX PREPARATION
14044 FORT ROSS
FONTANA, CA 92336
HOT-N-COLD ENTREE’S
554 W. GROVE ST.
RIALTO, CA 92376
I S I AUTO PARTS
15303 ARROW BLVD.
STE. C 
FONTANA, CA 92335
JILLANA FINE ART
824 LOS ANGELES ST. 
SUGARLOAF, CA 92386
JSDR PROPERTIES 
COMPANY
28 37 BROOKSIDE DR.
CHINO HILLS, CA 91709
KGSBUYS
7815 TOKAY AVE.
FONTANA, CA 92336
KUSINANG PINOY
1080 E. WASHINGTON ST.
STE. E 
COLTON, CA 92324
LA VID DENTAL LAB
1334 N BENSON AVE.
STE. B 
UPLAND, CA 91786
LADYLIGHTSHIPPERS
11776 VISTA VERDE ST.
VICTORVILLE, CA 92392
LEE & ASSOCIATES COM-
MERCIAL REAL ESTATE
SERVICES
3535 INLAND EMPIRE
BLVD. 
ONTARIO, CA 91764
LIGHT-HOUSE 
MORTGAGE
12615 CENTRAL AVE. 
STE. 1 
CHINO, CA 91710
LIGHT-HOUSE REALTY
12615 CENTRAL AVE. 
STE 1 
CHINO, CA 91710
LIMO WORLD
913 N BENSON AVE.
STE. A
UPLAND, CA 91786
LIMOUSINE WORLDWIDE
TRANSPORTATION
913 N BENSON AVE.
STE. A
UPLAND, CA 91786
LOS TRES VAQUEROS
2049 EAST WASHINGTON
AVE.
STE. 2-A
COLTON, CA 92324
M AND D SHEET METAL
AND RAINGUTTER
10017 HEMLOCK AVE. 
HESPERIA, CA 92345
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FINNERN, DAVID LINDSAY
33060 WALLS ST.
LAKE ELSINORE, CA 92530
FINNERN, LINDA SUE
33060 WALLS ST.
LAKE ELSINORE, CA 92530
METRO SHUTTERS AND
SHADES
541 CALLE AMIGOS
STE. A
PALM SPRINGS, CA 92264
WILSON, LELAND HUGH
340 MASALLA DR.
FOLSOM, CA 95630
NIMMISHINE DENTAL
GROUP
27699 JEFFERSON AVE.
STE. 309
TEMECULA, CA 92590
OLOVE, INC.
27699 JEFFERSON AVE.
STE. 309
TEMECULA, CA 92590
ONE SHOT MEDICAL
BILLING
36320 TOULON DR.
MURRIETA, CA 92562
JOHNSTON, APRIL LINN
36320 TOULON DR.
MURRIETA, CA 92562
THE GOLF CLUB AT
TERRA LAGO, 
84000 TERRA LAGO 
PARKWAY
INDIO, CA 92203
TAHQUITZ CREEK GOLF
COURSE
1885 GOLF CLUB DR.
PALM SPRINGS, CA 92264
JET HEALTH
35138 LANTERN 
LIGHT DR.
WINCHESTER, CA 92596
TESTERMAN, JEFFERY
EARL
35138 LANTER LIGHT DR.
WINCHESTER, CA 92596
MVG AUTO TRANSPORT
6555 LOTUS ST.
CORONA, CA 92880
GIGENA, GUILLERMO
HERNAN
6555 LOTUS ST.
CORONA, CA 92880
WOLFPACK PLANTATION
3780 AVENIDA DE LAURA
WINCHESTER, CA 92596
DONALD REYES TRUSTEE
UNDER THE DONALD
AND JENNIFER FAMILY
LIVING TRUST
37800 AVENIDA DE LAURA
WINCHESTER, CA 92596
COMPLETE FITNESS
TRAINING
13676 HOLLOWBROOK
WAY
CORONA, CA 92880
COOK, MARVIN TYRONE
13676 HOLLOWBROOK
WAY
CORONA, CA 92880
INTERLINK REHAB 
SERVICES
16495 DARTMOOR CIR.
MORENO VALLEY, CA
92555
GONZALES, EMILYN
ALVIOLA
16495 DARTMOOR CIR.
MORENO VALLEY, CA
92555
A & R PROPERTIES
4444 BIRDIE DR.
CORONA, CA 92883
LEAFSTONE, RHONDA
KAY
4444 BIRDIE DR.
CORONA, CA 92883
CB KIRK GENERAL
CONTRACTOR & DESIGN
SERVICES
40144 BELVEDERE CT.
MURRIETA, CA 92562
KIRK, BRANDT
WOODROW
40144 BELVEDERE CT.
MURRIETA, CA 92562
SQUARE G 
CONSTRUCTION
23059 HARBOR SEAL CT.
WILDOMAR, CA 92595
VAZQUEZ, JORGE
AGUILAR
23059 HARBOR SEAL CT.
WILDOMAR, CA 92595
DAVID PALOMERA
TRUCKING
11095 ARLINGTON AVE.
RIVERSIDE, CA 92505
PALOMERA, DAVID
11095 ARLINGTON AVE.
RIVERSIDE, CA 92505
MD PREFAB EQUIPMENT
INSTALLATIONS
954 NOTTINGHAM DR.
CORONA, CA 92880
M.D. INSTALLATIONS
INTERNATIONAL INC
954 NOTTINGHAM DR.
CORONA, CA 92880
JW CONSTRUCTION 
SERVICES
28565 N. PORT LN.
MENIFEE, CA 92584
WRIGHTMAN, JOHN
WILLIAM
28565 NORTH PORT LN.
MENIFEE, CA 92584
COUGAR CONSTRUCTION
36468 COUGAR PL.
MURRIETA, CA 92563
BRADLEY, CHARLES
DANIEL
36468 COUGAR PL.
MURRIETA, CA 92563
MOTA LANDSCAPING
30061 CHEVELEY PARK ST.
MENIFEE, CA 92584
MCDOWELL
CONSTRUCTION
22914 TIMBER LN.
WILDOMAR, CA 92595
MCDOWELL, JAMES
ALLEN
22914 TIMBER LN.
WILDOMAR, CA 92595
PSP CONSTRUCTION 
SERVICES
4450 WATERBURY CT.
RIVERSIDE, CA 92501
PEHOVIACK, PAUL
STEVEN
4450 WATERBURY CT.
RIVERSIDE, CA 92501
WILLIAM PACHECO
PAINTING
6590 DORINA DR.
RIVERSIDE, CA 92503
PACHECO, WILLIAM
JOSEPH
6590 DORINA DR.
RIVERSIDE, CA 92503
CANDUIT ELECTRIC
4425 13TH ST.
RIVERSIDE, CA 92501
JACK, JUDITH ANN
4425 13TH ST.
RIVERSIDE, CA 92501
JACK, MICHAEL
ANTHONY
4425 13TH
RIVERSIDE, CA 92501
APPLE STREET DELI
14042 ALMOND GROVE CT.
CORONA, CA 92880
INGRAM, NEDA
14042 ALMOND GROVE CT.
CORONA, CA 92880
H & A CONSTRUCTION
8335 CLOVER CREEK RD.
RIVERSIDE, CA 92508
RODRIGUEZ JR, HECTOR
MANUEL
19510 VAN BUREN BLVD.
RIVERSIDE, CA 92508
GAMERS BARGAIN.COM
29156 OAK CREEK RD.
MENIFEE, CA 92584
B & A GAMES, INC.
29156 OAK CREEK RD.
MENIFEE, CA 92584
LOAN PROBLEM 
SOLUTIONS
1025 SOUTH MAIN ST. 
STE. 2H
CORONA, CA 92882
LPS ASSOCIATES, INC
10315 WOODLY AVE.
STE. 120
GRANANDA HILLS, CA
91344
UP N SMOKE HOOKA
LOUNGE
6619 KERRY LN.
RIVERSIDE, CA 92509
BURKHART, BRANDON
LEE
6619 KERRY LN.
RIVERSIDE, CA 92509
MAC ENTERPRISES
30571 PARADISE PALM
AVE.
HOMELAND, CA 92548
CARLSON, MICHAEL
ANTHONY
30571 PARADISE PALM
AVE.
HOMELAND, CA 92548
BIO GREEN FIRST
1270 CONESTOGA CIR.
CORONA, CA 92881
CLEANERS “R” US INC
1270 CONESTOGA CIR.
CORONA, CA 92881
TKM CONSTRUCTION
MANAGEMENT
145 LAS FLORES
HEMET, CA 92544
TOM KERR MOTORS, INC.
145 LAS FLORES
HEMET, CA 92544
PUBLIC ADJUSTERS OF
SOUTHERN CALIFORNIA
2168 THYME DR.
CORONA, CA 92879
SCHMIDT VINCENT TROY
2168 THYME DR.
CORONA, CA 92879
VITAL VIEW
COMMERCIAL WINDOW
CLEANERS
4278 10TH ST.
RIVERSIDE, CA 92501
HAYES, JOHNNY LEE
4278 10TH ST.
RIVERSIDE, CA 92501
HACIENDA MOTEL
624 N. RAMONA BLVD.
SAN JACINTO, CA 92583
L & N HOLDING, LLC
1777 MITCHELL AVE.
STE. 127
TUSTIN, CA 92780
CUSTOM STUCCO
31691 UMBRIA LN.
WINCHESTER, CA 92596
ROSILLO, CARLOS
ALBERTO
31691 UMBRIA LN.
WINCHESTER, CA 92596
#1 TIME EVENTS
1424 BARNHART LN.
NORCO, CA 92860
HUNTER-ROGERS, 
LIZABETH ANN REGINA
1424 BARNHART LN.
NORCO, CA 92860
FIRST TIME EVENTS
1424 BARNHART LN.
NORCO, CA 92860
DON PEPE’S
19619 TEMESCAL CYN. RD.
CORONA, CA 92501 
VENCES YOLANDA
NAJERA
11252 MICHELIN DR.
RIVERSIDE, CA 92505
BEL AIR GROWERS
7178 BEL AIR ST.
CORONA, CA 92881
EARHART, JR. JOHN
CHARLES
7178 BEL AIR ST.
CORONA, CA 92881
BEL AIR GROWERS
7178 BEL AIR ST.
CORONA, CA 92881
SMITH, JOYCE JOAN
7178 BEL AIR ST.
CORONA, CA 92881
EARHART, JR. JOHN
CHARLES
7178 BEL AIR ST.
CORONA, CA 92881
SMITH, JOYCE JOAN
7178 BEL AIR ST.
CORONA, CA 92881
POMEGRANATE BINDING
39594 CALLE AZUCAR
MURRIETA, CA 92562
OATES, LISA RENEE
33610 MAPLETON AVE. 
STE. T624
MURRIETA, CA 92563
SNOKE, CHRISTINA
ELIZABETH
39594 CALLE AZUCAR
MURRIETA, CA 92562
EPSILON ENGINEERING
25268 BRONZE DR.
MORENO VALLEY, CA
92557
MORENO, NELSON
25268 BRONZE DR.
MORENO VALLEY, CA
92557
ONLINE HAIR AFFAIR
26576 GOODRICH DR.
SUN CITY, CA 92585
HORTON, GEORGE
NATHAN
26576 GOODRICH DR.
SUN CITY, CA 92585
ENVISION GRAPHICS
1009 HOLMES WAY
CALIMESA, CA 92320
MOYNEUR, LAWRENCE
RAYMOND
1009 HOLMES WAY
CALIMESA, CA 92320
G&S MANAGEMENT
14667 VASCO WAY
MORENO VALLEY, CA
92555
LOGAN, GWYNNE MARI
14667 VASCO WAY
MORENO VALLEY, CA
92555
REVEAN HOOD SERVICE
23761 HOLLINGSWORTH
DR.
MURRIETA, CA 92562
AQUINO, FERNANDO
ALCERA
23761 HOLLINGSWORTH
DR.
MURRIETA, CA 92562
G. REYES & F. REYES
JANI KING
23622 AIROSA PL.
MORENO VALLEY, CA
92557
ALVIZO, GRISELDA DEL
CARMEN
23622 AIROSA PL.
MORENO VALLEY, CA
92557
REYES, FABIAN
23622 AIROSA PL.
MORENO VALLEY, CA
92557
VISUAL IMPACT
PHOTOGRAPHY
29393 PYRITE ST.
MENIFEE, CA 92584
BREWER, MICHIYO
29393 PYRITE ST.
MENIFEE, CA 92584
TRI COUNTY CARPET
STEEMER
29463 MOON VIEW CT.
LAKE ELSINORE, CA 92530
DANCEL, CYNTHIA
BORDON
29463 MOONVIEW CT.
LAKE ELSINORE, CA 92530
GOLD RUSH REALTY
16781 TAVA LN.
RIVERSIDE, CA 92504
KREPSZ, SEAN ADAM
16781 TAVA LN.
RIVERSIDE, CA 92504
THOMPSON 
EXTENDABLE 
CONVEYORS & GATES
29603 SERENITY LN.
MURRIETA, CA 92563
SIMPLEX CONVEYOR
LLC
39603 SERENITY LN.
MURRIETA, CA 92563
CALIFORNIA REHAB 
SPECIALISTS
1500 HEARTLAND WAY
CORONA, CA 92881
ANDERSON, KEVIN KEN
1500 HEARTLAND WAY
CORONA, CA 92881
ALLIED ATTORNEY
SERVICE
31296 CORTE TALVERA
TEMECULA, CA 92592
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ing models that might be required.
For example, a product company
looking to scale might need to
change from a retail model to a wholesale model. Or a service com-
pany might need to change its marketing strategies, leveraging the
Internet more or getting into digital or mobile advertising. Scaling a
business will affect every part of it, not just production and distribu-
tion. Remember, scaling should be undertaken cautiously in order to
limit financial risks and in order to make sure the business can in fact
scale without sacrificing quality or a great customer experience.”
G3: Innovation—Selling something new. Another way to grow
is to bring something new to the marketplace—an innovation in a
product or service, or in a way of doing business. Innovation is
“improvement on steroids”—not just doing something better, but
doing something new.
“Innovation, like leadership, has become an important buzz word
in the corporate community, but, in reality, few companies are truly
innovative,” says Hess. “The reason? Innovation is risky. In fact,
when pursuing innovation, companies need to remember that they
have limited resources in terms of people, capital, and time. Growth
pursued through improvements or scaling up is less risky than growth
through innovation. Innovation is sexy, but in truth it’s not for every-
one, and not for every stage in a business cycle.”
G4: Acquisition—Growth through inorganic expansion.
Inorganic expansion is another obvious path to growth—mergers
with or acquisitions of a similar business, or a key part of a compa-
ny’s value chain, or even a competitor. For smaller businesses, how-
ever, acquisitions can be extremely risky. “Even large and experi-
enced companies find it difficult to get a timely and adequate return
on an acquisition because of the specialized skills required—experi-
ence with due diligence and post-merger integration,” says Hess.
“For smaller companies, acquisitions should be approached with
extreme caution.”
“A key part of your success with the 4Gs—no matter how good
or bad the economy—lies in knowing how to choose the right path
for your business,” says Hess. “For many companies, a likely path to
pursue would be to focus on a product or service niche with a specif-
ic customer segment, and then to grow the business by improvements
and scaling.
“Much depends on a company’s appetite for risk and the capabil-
ities it has—both in the C-suite and across the work force,” concludes
Hess. “Businesses need to place
The Four...
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is cheap. It wouldn’t be if it paid
for routine maintenance and oil
changes. Perhaps the health care
reformers should learn a lesson from this. 
We need preventative care, and we’ll all have minor illnesses
and injuries that need attention. What we don’t need is someone
else telling us what and how we will have access to, simply based
on the cost.  I want insurance for heart attacks and cancer; not
hangnails.
Eventually the nightmare scenarios in Canada will be relived
here if action is not taken.  Misuse and overuse from the illusion
of entitlement out of payment into obligatory health care will
always lead to rationing.
Lee Kurisko, MD is a Canadian physician specializing in
Diagnostic Imaging and Fellowship trained in Neuroradiology.
He is former medical director of Diagnostic Imaging for Thunder
Bay Regional Hospital in Thunder Bay, Canada. A former believ-
er in the superiority of government delivered healthcare, he no
longer holds this view and is an advocate of free markets in
health care. He is on the board of directors of Consulting
Radiologists Ltd. based in Minneapolis.  He is chief medical offi-
cer of www.medibid.com, an internet portal for buying and sell-
ing medical goods and services without the intrusion of third-
parties. 
Canadian...
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Cooling off on the Tuolumne
By Christine Rolfe
Five families brought
together by the quest for some
good old-fashioned family fun.
Young men in college,
teenagers in high school and
spirited kids still in elementary
school were brought together by
their parents to experience a
vacation that “everyone will
enjoy.” It was thrilling to have
such a group, with such a wide
range of ages, gathered together
for the enjoyment of one activi-
ty…white river rafting along the
Tuolumne River.
My husband, son and I made
the seven-hour drive to
Groveland the day before our
trip. We were scheduled for a
three day/two night trip with the
rafting outfitter, O.A.R.S.,
known to be the best in the busi-
ness. After meeting our group,
we took a steep bus ride down to
our put-in-point, careful not to
look out the window at the tire-
hugging cliff.
David, our guide who has
rafted around the world, claimed
that the Tuolumne River was his
favorite.  “You can’t beat it for
the water and the stunning
canyons…just look at it,” he
said while opening his arms out
to the surroundings.  The canyon
views were stunning and I had
heard thrilling stories about the
surging 18 miles of non-stop,
class IV rapids. I was ready to
put the Tuolumne to the test.
Was it as good as my guide and
friends claimed? 
We buckled on our
“Personal Floating Devices”
(life jackets) and snapped the
straps of our shiny red helmets.
We were ready to tackle the wild
rapids.  After a short safety talk,
we put our rafts in at Meral’s
Pool and our guides taught us
the rafting commands:  left for-
ward, left back, all forward and
the most important – GET
DOWN (jump in the middle of
the raft and pray the raft doesn’t
flip over).  Five minutes of
training and we were ready to
take it on; just two minutes later
we were on our way.
Within the first two miles of
the trip we conquered three of
Tuolumne’s most notorious
rapids: Rock Garden, Nemesis
and Rams Head.  There was a
strong surge of adrenaline com-
ing from the paddlers in our
raft—screams of excitement,
ear-to-ear smiles and a lot of
high-fives with our paddles hit-
ting high in the air and smacking
back into the water, echoing
throughout the canyon.  There
were also a few moments of
concern when we lost two pad-
dlers, my son included.  It hap-
pened so fast, I didn’t even real-
ize he was missing until he was
being pulled back into the raft.
The concern quickly dissolved
when I saw his smile and knew
he wasn’t hurt.  “Yeah I’m per-
fectly fine…whew…let’s do
this!” my son hollered.  “Okay,
let’s do this” I softly repeated in
reassurance.
After a brief stop for lunch,
we continued on and stopped to
set up camp right above Clavey
Falls.  After claiming our camp-
ing spot and pitching the tent,
we explored the swimming
pools and natural waterslides.
My son also loved the rock
jumping, along with snorkeling,
for some up-front trout viewing.
We even watched one of the
guides fly fish, pulling in a
small fish to everyone’s delight.
Later that evening, the
guides served some light hor
d’oeuvres and everyone gath-
ered together in the common
camp area to talk, read or play
cards.  Dinner was served short-
ly thereafter and everyone was
quick to thank the chef (our
guides) for a tasty meal of
chicken, asparagus and salad.  It
was quite an impressive meal
for being far from a kitchen.  As
the sun went down, one of the
guides played the ukulele and
another made a campfire.
Everyone enjoyed the relaxing
mood and we were all soon
ready for our sleeping bag.
After breakfast the next
morning, one of the guides
offered to take us all on a hike to
a waterfall.  We hiked over the
rocks to a small waterslide and
took turns sliding down before
heading back to the camp-
ground.  Once we got back, we
were ready to start our second
day of rafting.  We started with
Clavey Falls, a series of three
staircase drops that is described
as “heat-pounding, frenzied-
paddling, unabashed excite-
ment.”  It was all they claimed it
to be!  We continued down to
Grey’s Grindstone, Thread the
Needle and Hell’s Kitchen, all
notable rapids along the river.
We also did a lot of “surfing” in
which we’d paddle into the
rapids and “surf” the wave.  This
was quite the thrill, as our raft
tipped parallel before it thank-
fully rest back upright on the
water.  “That was soooo close”
everyone cried in unison. 
Before long we paddled up
to our new campsite for the
night by the North Fork.  We did
more exploring around a swim-
ming hole that was so beautiful
that it reminded my son of a koi
pond.  A few of the rafters even
saw a baby bear during a hike,
with the sighting causing quite a
stir at the campground. Dinner,
story-telling and more cards
before everyone retired for
another night under the stars. 
The third day we hiked up a
slower river to a small water-
slide and some big rock jump-
ing.  More adrenaline rushes as
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Rafting through the stunning canyons
Having fun on the Tuolumne River
